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COOL FREEMANS 
are HOT right now 











THE AIRWAY 


Style 436 White Alpine Calfskin Style 438 Brown Alpine Calfskin 
Style 437 Black Alpine Calfskin 


Freeman Ventilated Py keep feet cool, dry, and healthy . 
they’re he the relief o many foot acento. 


For other “air perma styles, see our catalog. 














“IN THE GOOD OLD SUMMER TIME” RIGHT... . because all Freeman styles 





.... there’s a profitable “extra pair’ sale 
season for dealers showing FREEMAN 
VENTILATED SUMMERY STYLES. 


It's not too late to get your summer set-up 


are IN STOCK. 
Write for summer catalog. 
Freeman Fashion-Built Styles $3.25 
Champions $2.65 


FREEMAN SHOES 


BELOIT, A 


WORN WITH PRIDE 


Wis. 


BY MILLIONS 
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VOICE of the TRADE 


ALFRED P. SLOAN, JR., presi- 
dent of General Motors Corpora- 
tion, in a full page advertisement, 
says: 

“The way to increase employ- 
ment is to create more jobs by mak- 
ing existing goods and _ services 
constantly better—greater in value 
—lowering their cost, not by reduc- 
ing wages but by greater efficiency, 


WOW DARE HE 


? 





advanced technology and better 
management. And not only by thus 
building better the things of today, 
but by pioneering new things to 
build tomorrow and by making all 
things more attractive and more 
desirable, we create wider markets. 

“Whoever in this way serves prog- 
ress most surely serves America.” 


* * * 


ARTHUR JACOBY, who has 
opened the Rex Shoes, Ltd., in Pic- 
cadilly in London, advertises in 
type as follows: 

“A SALES STAFF THAT’S 
DIFFERENT—Prior to the open- 
ing of this shop our assistants re- 
ceived an intensive training which 
will be continued incessantly. In- 
ternational styles, modern shoe- 
making, new tanning methods, 


hosiery science, practical anatomy 
and ethics of salesmanship were 
among the subjects covered—and, 
of course, the fine art of shoe fit- 
ting. Only a staff educated in this 
way seems to us worthy to sell 
REX SHOES, 191-195 Piccadilly, 
W.1 (opposite Sackville Street.)” 


* * * 


BRAYMOND G. TWYEFFORT, 
Chairman of the Fashion Com- 
mittee of the National Association 
of Merchant Tailors, says: , 

“Your high shoe feature is walk- 
ing right down the parade of prog- 
ress. Our National Secretary, Mr. 
Herbert Livesay is out on a talk- 
ing trip. I gave him the double 
page spread—‘Different Boots for 
Country and Bad Weather Street 
Wear,’ appearing in your issue of 
May 23rd which he is showing and 
talking up to the members of our 
National Association. 





“We are advocating these high 
shoes for next Winter. We hope to 
make our members _ enthusiastic 
over these typical Winter types of 
footwear. The more new things 
which we show, from shoes to hats, 
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the greater the interest will be in 
men’s dress, and this diversifica- 
tion will mean millions of dollars 
of extra business for all of us. 

“We are, indeed, becoming more 
and more inter-dependent. What 
we need is pioneers in fashion 
who have the courage to say 
WYBAPIITY (Will You Buy 
A Pair If I Tell You).” 





CLARENCE O. SHERRILL, presi- 
dent of the American Retail Feder- 
ation, says: 

“Bills in Congress that merit our 
most serious attention are those that 
threaten the great bulk of the tax- 
payers or are designed to give some 
special privilege to a limited group. 
Take, for instance, the Duffy copy- 
right bill, including the Vanden- 
berg amendment. This bill passed 
the Senate, with very little atten- 
tion from retailers, on August 7, 
1935. As originally introduced, it 
was a bill submitted by the State 
Department to bring the United 
States into an international copy- 
right agreement so that authors, 
publishers, and designers can auto- 
matically secure the protection for 
their works in foreign countries. 
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Just before this bill passed, there 
was introduced on the floor of the 
Senate, and adopted, the Vanden- 
berg amendment, which virtually 
holds retailers responsible for as- 
suring themselves that the designs 
in the goods of all kinds that they 
sell have not infringed any copy- 
right granted prior to the sale. 

“Since under this proposed act 
design copyrights would be granted 
quickly without any search to prove 
originality of design, instead of the 
painstaking search now made in the 
Patent Office, the burden of the 
search would fall directly on the 
shoulders of the retailers under 
the provisions of this Vandenberg 
amendment. 


“T think it is safe to say that not 
one retailer out of a thousand in 
the United States realizes what a 
serious threat this would be to his 
business, with the result that re- 
tailers have practically not ex- 
pressed themselves at all on this 
bill, so vitally important to them. 
The danger of this situation was 
well expressed by Representative 
Sol Bloom of New York in the fol- 
lowing words: 

“ ‘If this measure should become a law 
Altman’s or Macy’s would need from 200 
to 250 persons as investigators. Passage 
of this measure would be one of the most 
serious biows to retailers that could be 
given. 


oo” 





EGGS and good leather go to- 
gether. Eggs, thousands and thou- 
sands of them, were wet down in 
the New England flood. Eggs in 
stores and freight cars were wet 
down. Health authorities con- 
demned them for food. 

An enterprising maker of leather 
finishes bought all the flood eggs 
he could get, and made them up 
into egg dressing for leather. The 
egg dressing gives leather a pecu- 
liar softness and lustre. 

Some kinds of leather wouldn’t 
be much good if it weren’t for their 
egg dressing. 
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GREEN LIGHT AHEAD 





—How about business this Summer, 
you ask? 

—lIn my opinion it's going to be the 
best Summer we've had in several 
years. 

—It's a generally accepted premise 
that Recovery is on the way. 

—The building industry, steel pro- 
duction, carloadings, electric out- 
put, automobile production, retail 
trade—all show marked gains, with 
a tendency to advance still further. 

—Huge bonus payments will tend to 
accelerate dollar circulation. 

—Higher farm income and low in- 
ventories will influence production 
all along the line. 

—And the higher the rate of produc- 
tion, the lower the rate of unem- 
ployment. 

—So, irrespective of political cam- 
paigns and international crises, 
it's a safe bet that America is 
marching forward. 

—You can't hold a "natural" re- 
covery down. 


Secs 6 Toke 


President 





MIOSE LEIBOWITZ of York, Pa., 
a leader in the Middle Atlantic 
Shoe Retailers Association, writes: 

“Your editorial of May 23rd 
‘Making A Synthetic Prosperity 
Real’ will be worth much if every 
shoe retailer will read, re-read and 
digest the contents of your pro- 
phetic vision. You have, indeed, 
given us a splendid piece of busi- 
ness philosophy.” 

STANDARD STATISTICS COM- 
PANY of New York says: 

“Shoe production probably will 
record a sharp, seasonal recovery 
beginning in the late Summer, but 
the record high level of output in 
the latter part of 1935, together 
with present relatively heavy dis- 
tributor stocks, indicates that pro- 
duction this year will compare 
unfavorably with that of the sec- 
ond half of 1935. For the full 


twelve months, however, a decline 
of no more than 5 per cent from 
the record 1935 outturn is likely. 
A production decline of these mod- 
est proportions should be more 
than compensated for by prevail- 
ing wider profit margins.” 
os * * 


ELKAN R. MYERS of Baltimore, 
Md., under the slogan: “The fast- 
est moving women’s novelty shoe 
house,” says: 

“The prime requisite of a suc- 
cessful, profitable retail shoe busi- 
ness is the assurance that the prod- 
uct you sell is absolutely RIGHT 
in every respect—‘the finest ob- 


tainable for the price paid.’” 
* * * 


WITH every pair of white kid 
Florsheim shoes, goes a leaflet say- 
ing: 

“Before attempting any cleaning, be 
sure to put shoe trees into the vamps. 
By using shoe trees, you straighten out 
the ‘break’ or crease in the vamps, in- 
suring the cleaning of dirt in the wrinkle, 
and also enabling the shoe, when drying 
out, after the application of any liquid, 
to assume its natural form. 

“Without shoe trees, the dampness of 
your cleaning agent causes the leather 
to swell and, when you leave your shoes 
to dry out, the bulge is more or less re- 
tained. When the pressure of your foot 
and weight of your body is placed on the 
leather, which is stretched through the 
bulge drying into it, undue strain is 
placed on the fibres of the skin. 








“CLEANING: Rub off dust with dry 
cloth. Then dip a clean white cloth in 
white soap suds; wring it fairly dry, and 
rub lightly over the surface of the 
leather. Use a dry cloth to absorb damp- 
ness left on the shoe. Let dry. To re- 
vive lustre, polish with any good white 
kid dressing, after the cleaned shoe is 
thoroughly dried. 

“Never use ether, alcohol or similar 
agents on leather. They destroy the flex- 
ibility and often cause the surface to 
crack. 

“Never dry your shoes under ray lamps 
or other artificial heat. 

“Nurses should always have two pairs 
of white kid duty shoes, to allow for 
daily changing. Shoe linings are like 
an outer sock, absorbing foot perspira- 
tion and need airing out. Pediatrists say 
that shoes should not be worn longer 
than eight hours at a time. 
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“Changing from day to day—keeping 
the extra pair on shoe trees when not in 
use; cleaning that pair promptly when 
they are removed so as to give them a 
long time to dry slowly and without arti- 
ficial aid—will prove to you that two 
pairs utilized in this way will really out- 
last three pairs that have been worn con- 
stantly without change.” 


* * * 


eB ESSE ADLER, president of the 
Adler Shoe Stores, speaking before 
the Real Estate Board of Newark, 
N. J., on percentage rentals, said: 
“Shoe stores can pay 514 to 7 per 
cent and still operate on a profit- 
able basis. If inflation comes along 
then the percentage lease is the best 
for the owner, because rents will 
automatically increase as merchan- 
dise climbs, and with inflation, 
prices go up and volume neces- 
sarily increases.” 

He warned against taking mar- 
ket indexes as a basis for calcula- 
tion of percentage rentals. He cited 
the case of a lease which stipulated 
that fluctuations of a certain Wall 
Street barometer would be used to 
determine rental. This proved im- 
practical, however, since Wall 
Street prices, it was found, did not 
truly reflect conditions in the 
country. 


ELSIE PIERCE, in the Bergen 
Evening Record, a New Jersey 
paper, tells the public: 

“To a very large extent, the feet 
influence the health and beauty of 
the body, affecting our physical 
efficiency, our ability to work and 
play normally. Remember _ that 
foot ills are soon reflected in the 
face, try as hard as you will to dis- 
guise the wrinkles, the drawn ex- 
pression. If you have any kind of 
foot trouble, please consult a foot 
technician. Let him diagnose the 
trouble. Let him reconstruct the 
abnormalities of defective feet and 
correct any resulting postural de- 
fects. Then follow his advice as to 
the proper support and covering 
for the feet—the type of shoe that 
will help this technician in his 
work of reconstruction and correc- 
tion.” 

* * * 
SCWVITH orchestras changing to 
their Summer dress, the reversed 
calf, leather-soled business is right 
on the up and up out here in Holly- 
wood,” remarked F. C. Goodwin. 
Continuing he said, “All these or- 
chestras have from fifteen to twenty 


IN THE ZENITH SHOE STORE 


men and they all buy similar shoes. 

“This year Hal Grayson is dress- 
ing his men in blue gabardine sport 
suits and white buck shoes. Gus 
Arnheim used brown gabardine suits 
and white buck shoes with brown 
calf trimmings, while Stewart chose 
gray gabardine and all gray re- 
versed calf shoes. Sterling Young 
decked his crew out in brown gab- 
ardine and all over brown reversed 
calf shoes, and so on through the 
list. Each leader sees that his men 
present a trim and snappy appear- 
ance when working. 

“With so many wearing reversed 
calf for informal dress, it is no 
wonder that our regular trade is 
wearing more and more of these 
shoes for Summer wear. As it is, 
we are selling far more all-white 
rough leathers than we anticipated 
at the start of the season. All-over 
brown buck is next, with gray a 
poor third. Combinations are mov- 
ing rather well, but nothing to get 
excited about. All-white reversed 
calf with crepe soles are excellent 
sellers. It surely is encouraging to 
see the men take the interest they 
do in their shoe appearance.” 





FaNtEk 














YouR FEET CAN 
MAKE OR BREAK 
You.— LET US 
FIT You FOR 


success! 



























































/EERDINGS FROM THE RECENT AUTUMN COLOR FORUM 
ANIZED TO FURTHER CORRECT CO-ORDINATION IN THE 
‘ESSORIES FIELD. 





LEST we be accused of over-emphasizing color, let us say right 
at the beginning of this color conversation that most astute mer- 
chants expect to do at least 60 per cent of their Fall business on 
black. Let us make plain that when we speak of high colors— 
rust, red, green, Aubergine—we are talking about merchandise 
that will not amount to more than 15 per cent in volume. There 

. and there should be . . . a lot of talk about color because 
color has promotional value and because it presents the new 
problem in merchandising . . . not because it is the whole story 
for Fall by any manner of means. 

It has been said that if a retailer were only to buy black shoes 
for Fall he would probably make out very well indeed. But he 
would be missing all the stimulation to extra business that color 
can introduce. Every colored shoe sold is an extra shoe. And it’s 
extra business that makes the difference between int getting 
along and getting ahead. 

After which few remarks we get down to the business in hand, 
which is to summarize for you the findings of a Fall Fashion 
Forum held recently in New York. This meeting, which was 
reported briefly in last week’s RECORDER, was organized by the 
“Accessory Associates.” This group hopes to further the cause 
of correct color co-ordination in the accessory field . . . shoes, 
hosiery, gloves, handbags, belts, scarfs, jewelry. 

Authorities from all these industries spoke their minds, Manu- 
facturers, stylists, retailers attended. For three hours color in 
the complete costume was discussed. And out of these discussions 
we have pulled out these salient points as an aid to correct buying 
and the intelligent selling of color for Fall. 

Practically every speaker reiterated two key points about Fall 
colors. 

First, colors must be more subtle in character to succeed this 
Fall. Obviously Fall colors should always be darker and quieter 




















than Spring colors. But after the riot of high and often crude 
colors we have had this Spring, there is double need for discre- 
tion. There have been too many “high yaller” shoes and flag-red 
bags and violent purple gloves. There will be an unfavorable 
reaction against color in general unless we avoid extremes. So 
don’t, the Accessory Associates say, get your browns carrotty, 
your greens grassy. Choose colors that are softer, subdued, rich. 

And the second general point: Don’t encourage a customer to 
have all her accessories match. Two or three at the most are the 
limit of good taste. Too many women have been going around 
with five or six matched accessories. There is no quicker way 
to ruin the whole accessory ensemble idea than this. Promote 
pairs or trios of accessories but never quintuplets! 


Need For Simplification 


The need for simplification of the number of shades in the 
same color family was the point stressed by A. Mittenthal of the 
National Handbag Authority. Too great a diversity of tones con- 
fuses the customer and scares her away from color in general. 
As an aid to achieving this simplification, J. W. Storey, main 
floor merchandise manager of Lord & Taylor, urged that tanners 
study more closely the reactions of various kinds of leather to 
dyeing. He feels that tanners, through research, can compensate 
for the varying physical properties of different leathers. This 
na. iation is largely responsible for the present confusion. 
And it 3 > to each tanner, he feels, to work till he achieves 
color fidelity to the colors established by the Textile Color Card. 

Retailers were urged to get orders for staple leathers in early 
in order that producers can take care of novelty colors with 
maximum speed at the time for their promotion. Another recom- 
mendation from Mr. Storey was that colored merchandise should 
carry a higher retail mark-up than staple numbers in order to 
offset the end-of-season mark-downs. Mr. Storey believes that, 
while losses are inevitable in color promotions, this loss is more 
than offset by the zest color contributes to business in general. 
The russet range of colors [TURN TO PAGE 51, PLEASE | 


at This Color Session and May Sugyest Display Ideas. 
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Where does the Federal 


Government get the money 





The drawing shows the sources. Uncle Sam borrows nearly half from the 
bankers, 34% billions. The rest he gets from incomes, 114 billions and taxes, 


2%, billions. 


QNE of the most serious problems facing the American 
people is how to maintain the traditionally high 
standard of living of this nation and at the same time 
maintain economic peace with other nations. This 
economic peace can be maintained only by allowing 
other nations to sell to us as well as buy from us, and 
our own national well-being can be maintained only 
by allowing our citizens to buy many things in foreign 
countries. World trade has already been developed to 
the point where it would become dangerous to the 
economic peace of the world to stop it. 

The people of this country have a higher standard 
of living than that of any other nation on earth. This 
is due in part to the character of our people and in 
part to historical development. 

While the population of the United States of about 
125 millions seems large, we must remember that we 
are only about six per cent of the world’s population. 

The problem may be more clearly visualized if we 
imagine that one hundred people were cast on to a 
desert island, and that six of these people went into a 
part of the island where they found and developed 
great natural resources far in excess of the general 
average of the other ninety-four people. Inasmuch, 
however, as they are all together on the one island, 
the six people cannot afford to live and maintain a 
high standard of living without taking into considera- 
tion the other ninety-four people. 

That is our position in the world today. Due to the 
developments’ of all systems of transportation and 
communications, the world today has drawn, figur- 
atively and literally, close together, until it somewhat 
resembles a small island on which the people of this 
earth must arrange to live on peaceful terms with each 
other. 





Chilton Bureau of Economic Research 


for its 744 billion dollar 
year, 1936? 





With only six per cent of the world’s population, 
we have a far larger proportion of the world’s natural 
resources and developed wealth. This needs no argu- 


ment. But the fact may be emphasized by saying that 
the people of the United States produce the following 
percentages of the world’s production in these com- 
modities: corn, 60 per cent; petroleum, 60 per cent; 
cotton, 40 per cent; pig iron, 40 per cent; copper, 
25 per cent; wheat, 17 per cent; coal, 30 per cent; 
railways, 32 per cent; automobiles, about 75 per cent. 


WHILE these United States were rich in natural re- 
sources, other countries have also been rich in natural 
resources, but they have not developed them to the 
extent that has been done in this country, due to the 
character of their population. Our population has 
always been noted for its striking initiative and vigor- 
ous individualism. While our ancestors cannot be 
claimed to have been universally good people, they 
were almost universally strong; we are the descendants 
of saints and sinners, of swashbuckling freebooters, 
and ascetic philosophers. Some of our ancestors left 
home because they did not like their environment, and 
some of them left because their environment did not 
like them; but all of them possessed two traits in com- 
mon—courage and energy. And whether you adopt the 
view that it is the cream of humanity that emigrates, 
or whether it is the scum, it is at any rate the part that 
gets to the top. 

This strong and rugged individualism developed the 
resources of this country, founded our great industries, 
and until this continent was fully settled there was 
little limit to individual freedom as there was plenty 
of room to expand. However, with the settlement of 
this country it began to be evident that this individual 
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DIRECTOR, BUREAU OF FOREIGN 


by Dr. ALEXANDER V. DYE 
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AND DOMESTIC COMMERCE, DEPART- 


MENT OF COMMERCE, WASHINGTON, D. C.—AN ADDRESS IN CELEBRATION 
OF FOREIGN TRADE WEEK UNDER THE AUSPICES OF THE CHICAGO 


ASSOCIATION 





the Answer to 


Continued AMERICAN 


OF COMMERCE 


STANDARDS 
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ECOVERY INTEREST NATIONAL REGULAR VETERANS — 
AND AND DEBT DEFENSE DEPTS. BENEFIT 
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The veteran’s benefits are the regular appropriations and have nothing to 
do with the bonus. The AAA expenditure is a contingent expenditure, sub- 
ject to new legislation. 





liberty must take into consideration more and more 
the rights of our fellow citizens. 

So from the middle of the last century, the growth 
of organizations and of associations of human beings 
in this country has been one of the amazing develop- 
ments in the eyes of foreigners. Perhaps to counter- 
act that tendency of rugged individualism, we have 
become a nation of “joiners.” We join almost any- 
thing in sight—churches, clubs, associations of all 
sorts. We have organizations for the attainment of 
almost every possible objective, and some that seem 
quite impossible. 


THIS tendency toward organization to overcome our 
strong natural individualism has made itself fully 
manifest in our domestic trade. We have Chambers 
of Commerce and credit men’s associations, and in 
each line of endeavor we have trade organizations of 
those who have a common interest in each commodity. 

But in our foreign trade, the organization has not 
developed to the same extent. Perhaps this is not 
possible, because of the many competing interests in 
our foreign trade. Consequently it must devolve more 
and more upon the greatest organization of all and 
the one to which we all belong—namely, the Federal 


Chilton Bureau of Economic Research 








Government ? 





Government—to organize the nation for the protection 
of our foreign trade. 

In carrying out this protection and promotion, we 
can have only one end in view, and that is the main- 
tenance and eventual improvement of the standard of 
living for the entire people. The standard of living, 
however, depends upon finding a market for our pro- 
duction. Those who would try to maintain our high 
standards by the slogan of “America for Americans” 
do not really mean that America must be self-con- 
tained; what they do really mean is that we must buy 
only in America, but that we must sell wherever we 
can. 

However, we export too large a percentage of our 
production for us to absorb the part which is now 
exported, without grave danger to our entire economic 
system. As an example, about 50 per cent of our cot- 
ton production is exported. This means that about 
20 million people, or nearly one-sixth of our entire 
population depend for their welfare upon finding an 
outlet for our crop of cotton. 

Too often we think of our export trade only as 
export of manufactured articles; whereas, in realitv 
only 44.3 per cent of our total exports consist of 
[TURN TO PACE 42, PLEASE] 
























WHEN L. R. Samuels of Ogden, Utah, started, some 
five years ago, to feature accessories with his shoes, he 
had a single and simple objective. He wanted to in- 
crease store traffic. It was much too long a time be- 
tween customers’ visits. How could he get them inter- 
ested in more shoes if they only made seasonal trips to 
his store? And so he decided to lay stress on stockings, 
which women buy at least nine times as often as shoes, 
and to feature various little costume accessories which 
they would buy as often as the spirit moved. He de- 
cided also that a gift business could be built up in a 
shoe store, that birthdays and bridge parties and 
Mother’s Days could keep things stirring all around 
the calendar. And so he bought some gadgets—even 
down or up to perfumes—and he laid in a supply of 
attractive boxes and wrappings to give them all gift 
glamour. 

The plan worked. His windows, trimmed with acces- 
sories, made people stop, look and come in. The acces- 
sory business jogged along nicely as a builder-upper 
for shoe sales . . . until Fall, 1935. And then it took 
a sudden spurt. Fashion threw the dice and luck was 
on his side. We came into an accessory season. His cus- 
tomers’ interest in accessories was multiplied tenfold. 
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THe SAMUELS WINDOWS 
were built to display small groupings of shoes, 


hosiery and related accessories. 


They were used to seeing accessories in the Samuels 
store and they found they could solve their accessory 
problems all in this one place. They came in with 
boxes of dresses under their arms to be outfitted for 
bags and belts, jewelry flowers and scarfs in harmo- 
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nized ensembles. Spring, 1936, increased this accessory 
excitement . . . and the sidelines at the Samuels store 
began to look like headlines! One woman actually 
bought nine different sets of accessories to go with one 
gray suit. And almost.no customer who came for shoes 
departed without at least one blending or contrasting 
accessory. 

If this interest in accessories continues . . . and there 
is every reason to believe it will . . . every independent 
retailer may be thrown into the accessory business. 
Only by this coordinated merchandising can he hope to 
compete with the department store’s service along these 
lines. 

It is because we consider Mr. Samuels a pioneer in 
a development of major importance that we have asked 
him to tell how he made his family shoe store an acces- 
sory headquarters. 

His story is not one of easy success. It had its ele- 
ment of luck, but careful cultivation was required to 
prepare the ground. It took night work and leg work 
to carry on with a consistent program. And most im- 
portant of all, we say, it took natural good taste and 
real enthusiasm for the job. 

We asked him first—how do you buy? How can you 
cover such a wide market? His answer is that he de- 


YOUR 


INTERIOR, showing the ample display space for ho- 


siery and accessories. 
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The story of a side-line accessory bas- 
imess in a family shoe stere, which is 


proving a keen stimulant to shoe sales. 


As told to 
RUTH HARRINGTON 


vours all the style information he can get his hands on 
(that’s where the night work comes in), then he con- 
centrates his business in such lines as belts, gloves and 
novelty jewelry, each in a single house of style standing 
instead of scattering his resources all over the market. 
Initial purchases are made, keyed to swatches of shoe 
leathers long in advance of the delivery of these shoes. 
Later on, the manufacturer forwards new items as de- 
veloped to the store in the colors already established. 
Mr. Samuels says he puts himself in the hands of 
manufacturers who know much more about their par- 
ticular field than he does . . . and so far no one has 

[TURN TO PAGE 47, PLEASE] 


SHOE BUSINESS WILL PROFIT 
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SELECTION of the particular white shoe needed for the 

Summer costume was made easy by this Stern Brothers dis- 

play, New York. Shoes shown against red background, framed 
with bamboo sticks, and fixtures made of same material. 


WITH the amazing variety of styles, colors and ma- 
terials that shoe stores have in their stocks this Summer, 
windows should be more interesting, colorful and at- 
tractive than ever before. Judging from some of the 
windows we have seen in New York, Philadelphia, 
Boston and other cities recently, and from photographs 
that have come to us from retail centers in various parts 
of the country, this prospect has more than a fair chance 
of being realized. We have never observed more varied 
offerings of Summer shoes, suited to every possible 
purpose and occasion, nor have we seen shoes displayed 
more interestingly. Merchants, apparently, are duly im- 
pressed with the importance of creating in the minds of 
their customers the urge to buy Summer shoes. 

Like everything else connected with the merchandis- 
ing of shoes, the window displays by which stores ex- 
hibit their styles to customers are in a high degree 
competitive. If the store down the street contrives an 
unusually interesting window, it’s up to all of the other 
stores in the neighborhood to do something equally out 


WINDOW DISPLAY 

at the Point of Sale has Greater Value in Influencing Sales than Any 

Other Known Medium, declares H. C. Pettit, Acknowledged Window 
Authority. 
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Clever Windows 


SPEED 
Summer Selling 


This season’s varied assortment of 

styles gives display man an excep- 

tional opportunity to ereate alluring 
Summer shoe windows. 
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of the ordinary. The retailer who permits 
his competitors’ window displays to out- 
shine his own will suffer by comparison, 
and if he permits such an unfavorable 
situation to become habitual, he will sure- 
ly sacrifice prestige and eventually the ef- 
fect will be manifest in a loss of business. 
The public forms its first impression of 
a store and its merchandise on the basis of 
what it sees in the windows. If the impres- 
sion is good, the store has made a fair 
start in the race for business; if a poor or 
indifferent impression has been made, the 
going from that point will be so much 
the harder. 
[TURN TO PAGE 42, PLEASE | 


Cre, ait G. H. WAGNER, display man at George B. 
Sor one Peck Co. store, Kansas City, took the races 
as a theme for clever and seasonable men’s 


shoe window. 
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What Are You Selling—WALKING or Not? 


SHOES had better watch out—for in pursuit of pur- 
chasing power, other industries are collectively doing 
a bigger and better job. Shoe men, by nature of their 
product, are strongly individualistic. Freedom of theit 
own actions has made them competitive to the point 
of where it hurts. Competition in goods, in excellence, 
in economy may be worth preserving, but at some one 
point there should be an opportunity for common 
promotion. 

It is difficult to make a comparison with the auto- 
mobile business. Yet one is modern locomotion, and 
the other universal. Automobiles, gas and tires con- 
sume a full 20 per cent of the purchasing power of 
the American people. 

The automobile industry is very conscious of the 
fact that it has got to sell that primary subject—loco- 
motion—collectively and individually and the whole 
industry is keyed to the idea of making the American 
public travel-conscious. Above all else, the automobile 
industry has “Salesmanship.” Do you know that in 
the month of April the dollar volume of retail financ- 
ing of new and better automobiles showed an increase 
of 61 per cent as compared with April of 1935; 90.5 
per cent higher than April, 1934, and 311.9 per cent 
higher than April, 1933. In fact, the month of April, 
1936, was 4.2 per cent higher in dollar volume of 
retail financing than in April, 1929—the very peak of 
prosperity. Now there must be something in the pro- 
motional ability of the industry itself to absorb so 
much of the purchasing power of America. 

Other industries have deliberately organized their 
commercial fight for more of the public’s dollar. For 
example, the iceless refrigerator, a luxury indeed, 
represents sales at retail up in the hundreds of mil- 
lions. And so on, competitors for public dollars—with 
shoes rather passive in the fight. 

Now you may say—why compare shoes with such 
measuring sticks of purchasing power? The only rea- 
son for so doing is that the American public buys 
what it is told to buy. Fully 90 per cent of the people 
are influenced into purchases, while less than 10 per 
cent make-up their own minds. We, in shoes, scatter 
our fire. We sell all kinds of promotions, put emphasis 
upon cures and ailments and seem to adroitly avoid 
mentioning the fact that “walking is a division of 
public interest that we know something about.” Some 
of our merchants live what might be termed an “arch” 





By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


life—as though heels and toes had nothing much to 
do with locomotion. The foot is a mechanism of useful 
and pleasurable walking, but is so taken for granted 
that walking is ignored as a factor having anything 
to do with the shoe business. 

Now is the time for us, collectively and individually, 
to say something about shoes for walking, for, ex- 
cepting the relatively few who are incapacitated, the 
entire world walks. Actually feet are constructed to 
mane walking easy and shoes should be constructed 
to facilitate such cooperation between feet and shoes. 
Nothing is wrong with the construction of feet. All 
the essentials of good walking mechanism are in- 
cluded—strength, tractive power, elasticity and _pro- 
tection. It is true that feet are intricate and sensitive, 
but only when their normal function is upset. 

We must not continue to consider the bones of the 
feet as so much tender chinaware, prone to be defec- 
tive and ailing and generally a nuisance to modern 
humans. “Foot-worry” is something that we develop 


_mentally by talking too much about the subject and 


doing too little in natural cure thereof—namely, walk- 
ing, walking, walking. ; 

If it were not for its unfortunate inference, ex- 
Governor Alfred Smith gave to our industry a splen- 
did slogan: “Let’s take a walk”; but he tied it up 
with a rather painful political subject. 

Certainly we can sell more pairs of shoes if we give 
feet a sporting chance. The entire game of golf is 
beneficial because it is walking with a sporty objec- 
tive. There is no good reason why the shoe industry 
should not accept the challenge of all other industries 
that sell the philosophy of locomotion while sitting. 
The shoe industry actually has a responsibility for 
the walking capacity of its customers—let it promote 
walking in shoes. 

Major Townsend Whelan, one of the authorities 
in the United States Army, says: “In the light of 
what the army now knows, sore feet are absolutely 
inexcusable. The presence of sore feet in an officer’s 
command is the cause of investigation as to the effi- 
ciency of that officer.” 

What shoe store can accept the same responsibility ? 
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MORE PEOPLE WALK ON GOODYEAR WINGFOOT HEELS THAN ON ANY 





BOOT AND SHOE RECORDER, June 6, 1936 







HERE ae) Aas 


‘WORTHY of ANY 


OUR customers want their shoes to wood-core heel pictured here. It’s made 

be stylish — and that goes for the with the same long-wearing qualities, 
heels too. the same comfort and resilience that for 
years have made more people 
walk on Goodyear Wingfoot 
heels than on any other 
kind. But in addition it 
has the added touch of 
STYLE that dresses up 
the whole shoe. 


So Goodyear tackled the problem—called 
in a well-known industrial designer— 
gave him these instructions: 
“Give us the best-looking 
heel you can design.” 


You see the result is this new 
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‘onstruction. 
. ‘You'll want them for wear at the 


beach, for farm, ¢ ad 
club, a Se : 0. 











ROGERS PEET COMPANY 
 peome thet he, Mew Yor Cov 
| Piesee send me 0 pair of your eel sew WEEJUNS, 
| oe" ™y poe 
0 ete tart Che 
\ Meme -————————- Adorn —— ane 
See eee — 
e tree 
ore cuz wamery cme 





It may be a moccasin to you, but London says its 
a Norslaak, a Weejun or a Norwegian, and Palm 
Beach and New York say it’s a hot number. Here it 
is and with it two ads to show it’s being promoted. 


MODERN style sets a mad pace and a wide course. 


Here’s a story of a transmigration of a style that reads 


like a page from O’Henry. Exhibit A—Norslaak, Nor- 
wegian, Weejun, or what have you. Actually they are 
all good American moccasins and that is about all you 
can tell from looking at them. But, you can’t tell a 
book by its cover, nor a shoe by its apparent design 
and the name which the shoe industry has been accus- 
tomed to call it. 

This new arrival is supposed to be the style sen- 
sation of Europe and Palm Beach, and yet we have 
lived with and sold moccasins like it for years. Here’s 
the strange tale of a transmigration of a style told to 
us by one who should know. An American buyer saw 
it in London’s Burlington Arcade where it was selling 
to the smart English crowd because “it was a hand-sewn 
shoe, and because of this fact it was likely to stay in 
very limited volume.” He determined to find out where 


it was made and with some difficulty found that it orig- 
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TRANSMIGRATION 
A STYLE 






inated in Norway in the shops of a few hand shoe- 
makers. In the hand sewing was the secret. The hand 
sewing, so impressive to the English gentlemen, was 
after all the American moccasin method of making 
shoes. Now, moccasins are not indigenous to Norwegian 
soil, and all is not right in Denmark or Norway when 
Norwegians start to make moccasins like American 
Indians and solid “State of Mainers.” Yet here in the 
wilds of Norway shoes were being made in the tradi- 
tional manner with but a little difference from the way 

[TURN TO PAGE 44, PLEASE] 














Left, The Longwood, No. 4103,-Tan Calf. Right, The Stanford, No. 4205, Black Jetta Calf. 


arman representatives are now in their territories with the New Fall samples. 









‘Frank Jarman Custom Shoes 


are Materially Increasing our Profit per Sale” 


™ it is only fair to tell you that Frank Jarman Custom Shoes are certainly 
going over big with our customers. Our turnover during the three months we 
have had them has been remarkable. We are gaining new customers who once 
thought fine shoes had to be expensive. You would also be surprised at the num- 
ber of our old customers who now take this shoe in preference to a cheaper shoe, 
thus increasing our profit. Our experience with Frank Jarman Custom Shoes has 


thoroughly sold us on their style, quality and appeal.” 


CAM CC ar€ 


Operating 4 Shoe Departments 
Oklahoma City, Oklahoma. 


a 
Prank flarman Custom Shoe *62 


JARMAN SHOE COMPANY, NASHVILLE, TENN. ¢ Division General Shoe Corp. 
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YOU MAY KNOW SHOES... 
BUT DO YOU KNOW FEET? 


SHOULD a shoe man study feet? Or should a doctor 
study shoes? 

Let’s answer these questions with another. 

Should an optometrist know the mechanics of the 
eye and the physics of refraction? 

Or should a physician know the latest developments 
in laboratory technique? 

There is no contradiction of the statement that the 
fitting of shoes is just as important to the health of 
the individual as the fitting of glasses or making a 
set of teeth, and the younger the individual and the 
more flexible and healthy the feet, the more important 
is correct shoe fitting to future health. 

More damage can be done to the feet of children 
by misfitting and the use of shoes not suitable for the 
particular feet in a few months than can be overcome 
by years of treatment and care after the damage has 
become permanent. Certainly the relationship of foot 
conditions to general health is too well known to need 
any discussion. 

Someone will say, “My store offers a style shoe 
service and I should not spend time examining feet 
and talking to customers about foot health. Certainly 
- not, but will not the knowledge of feet be an asset to 
one when fitting a style shoe to a customer who may 
have a peculiar foot condition and yet demands a 
style shoe? 


Many a refund or exchange might be avoided 
and many a good customer saved if the shoe man 
at the fitting stool knew how to detect a foot that 
would elongate under strain—those feet that 


measure two sizes longer under weight at 4:00 
P.M. than they did at 9: A.M. 


There are some feet that are to blame for the shoe 
slipping at the heel and yet the customer is always in- 
clined to blame the shoe or the fitting. While, of 
course, the customer may not be told this, it would help 
if the shoe fitter knew where the trouble was and how 
to overcome it, and when corrected, if suitable notes 
were made with reference to the fitting of this particu- 
lar customer. 

The public is becoming foot conscious and is read- 
ing all sorts of advertising and health shoe propa- 
ganda. Even if one is in a high-grade style shoe store, 
the public expects, and rightly so, that he has an in- 
telligent understanding of foot conditions and can give 
reliable information in regard to reputable men prac- 
ticing orthopedics, osteopathy and chiropody, and the 


The Same Feet May Elongate Tio Sizes 


Between 9 A. M. and 4 P. M. 


type of work done by each. If a customer gets an 
evasive answer or one that displays ignorance of these 
matters, it tends to discredit the store and the service 
ihat the store is trying to render. 

So the answer to the question, “Should a shoe man 
study feet?” is in the afhrmative, yet the loquacious 
individual who attempts to give a lecture on the 
anatomy of the foot from the fitting stool or attempts 
lo offer advice that is not requested, is liable to get 
the same rebuff that a young osteopath did from the 
man who came in for a treatment. The self-important 
young doctor began a lengthy explanation of the case 
and how his particular treatment was supposed to pro- 
duce the hoped for results when the patient said in 
disgust, “Really, Doc, I don’t want to learn the sys- 
tem—all I want is a treatment.” 

It is the knowledge of facts and principles that will 
help one to do a better job of fitting and not the addi- 
tion to one’s vocabulary that is of importance. Basic 
facts of anatomy do not change and certainly a liberal 

[TURN TO PAGE 52, PLEASE | 





T. L. NORTHRUP, D. 0. 


Norristown, N. J. 
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Brown!...important for Fall...is found in two 
superb Colonial colors . . . 258 and 99. Each of these 
colors is a volume seller . . . each displays a clear 

highlighted shimmer that makes it rich and 

brilliant as only the finest patent leather can be. 
Long wear .. . glamorous beauty . . . marvelous resist- 
ance to cracking . . . these three points, combined with 
the fact that the colors are authentic, make 258 and 99 
the numbers for your Fall shoes. 


CoLoNIAL TANNING Company, Boston, Massachusetts. 













Shoes by 
JOHNSON—STEPHENS & SHINKLE 
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FOR THE BEST PATENT LEATHER SHOES 
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FEATURES!. 
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The United policy 
of exclusive rep- 
resentation of its 
own brands thru 
one concentrating 
outlet in each 
trade center 
makes it impor- 
tant that you see 
these two new fea- 
ture lines NOW. 
A letter or wire 
will enable us to 
artange an early 
demonstration in 
your store. 


PEDWIN “STEP-ELATOR” 
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WILL MAKE YOUR SELLING EASIER 


Pedwin “Step-Elator” 





to Retail at poo 
ma 


Something real to talk about! A new feature construc- 
tion with a powerful sales appeal for all men! Easy 


to dramatize! —Easy to sell! 


“STEP-ELATOR” is a shock absorbing foot invigorator 
that conforms to all styles and types in men’s shoes, pro- 
moting normal circulation and natural exercise for foot 
muscles and ligaments. The “Step-Elator” story of “A 
Happy Landing in Fvery Step” will put sales closing facts 
into your talk at the fitting stool and a resistless selling 
wallop into your advertising. PEDWIN “STEP-ELATOR” 
shoes are priced to give you a full mark-up and are stocked 
to insure quick turn-over operation. 


Forty in-stock styles 





The “HAMPTON” The “COURT” 





















BOOT AND SHOE RECORDER, June 6, 1936 


Smooth Nailless 
Heel Seat 





Perma-Smooth Innersole 


That Will Not Curl 











'Flex-Sewn’ 


Construction —. Needs 


"Built-in Cushion Heel’ 
for Greater Comfort 
No Breaking in 


The new “FLEX-SEWN” process affords maximum flexi- 
bility in the forepart where flexibility is so important. The 
spring steel shank supports the arch where foot strain is 
greatest. 


Sixteen in-stock styles 


The “BOND STREET” The “COURT” 


The “BOND STREET” 


IN MEN’S FINER SHOES... 


HU-MA 


-Ic “Flex-Sewn” 


to Retail at $@p 50 
~ 7 


A new line of men’s finer shoes in which 
four outstanding features are combined 
with the best in materials, style and 
shoemaking. 


Four features to talk about that will over- 
come all sales resistance. Four features 
that give you a definite advantage over 
your competitors because they retail at a 
price that will appeal to men who are 
accustomed to paying more for them. You 
can take our word for it, here’s a_ line 
that you'll be proud to sell and one that 
will assure you a better volume and turn- 
over than you have ever had in men’s finer 
shoes with 40% mark-up for you. Only 
one dealer in each trade center will have 
“FLEX-SEWN” shoes. You can be that 


dealer if vou act now. 


Note! — “FLEX - SEWN” 
shoes will be ready for de- 
livery June 15th. 


The exclusive 
agency on these 
two new feature 
shoes when used 
under our brands 
includes a_ local 
newspaper cam- 
paign on a liberal 
co-operative basis, 
the details of 
which will be ex- 
plained to you by 
the United repre- 
sentative. 


HU-MAN.IC “FLEX-SEWN” 
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Chicago Shoe Travelers Stage 
Successful Show 


The first presentation of the prevue 
of fashions was held this week at the 
Morrison Hotel, Chicago, under the 
auspices of the Chicago Shoe Travelers 
Association. Approximately 150 ex- 
hibitors were registered in using more 
than 200 display rooms and more than 
2000 buyers were in attendance. The 
show was very definitely declared a 
success and plans are now being for- 
mulated to make it an annual event. 
Opening on Monday and closing on 
Thursday. The entire time was devoted 
to the display and selling of merchan- 
dise with the exception of the banquet 
which was held by the Chicago Shoe 
Travelers Association on Tuesday 
evening in the Cameo Room of the 
Morrison Hotel. Following the ban- 
quet, the gathering was officially , wel- 
comed to Chicago by Loran D. Gayton, 
City Engineer, and representative of 
His Honor, Mayor Kelly. Following 
Mr. Gayton’s welcoming speech, brief 
talks were given by Joe Kalisky, presi- 
dent of the Chicago Shoe Travelers 


Association, and Norman N. Souther, 
vice-president. Dancing followed an 
excellent floor show with the music and 
entertainment supplied by Nadel, of 
Chicago. All the merchants questioned 
on the idea of the earlier Summer 
shows were very emphatic in their 
opinions that it would be an added 
stimulus to earlier production and sell- 
ing of Fall Footwear. A great deal 
of emphasis was put on the square 
toes and heels, monk shoes patterned 
after the comfortable footwear attrib- 
uted to the monks of earlier days, 
the plateau last type of shoes and it 
is expected that cuban heels will be 
very much in the Fall set-up. Also 
there were about 150 exhibitors regis- 
tered at the Hotel Sherman, all of 
whom reported a good volume of busi- 
ness. A Fashion show for the public 
was presented each night in the Col- 
lege Inn at the Sherman, along with 
the regular floor show. Shoes and 
models being supplied by the Palmer 
Boot Shop of Chicago. 





Wolff-Tober Denies 


Liquidation Rumor 


St. Louis — The Wolff-Tober Shoe 
Manufacturing Company recently 
closed its plant temporarily for repairs. 
During the shut-down reports got out 
to the effect that the company was to 
be liquidated. Sam Wolff states that 
they will continue in business with the 
same organization as heretofore, mak- 
ing women’s shoes in the $6.50 and 
$7.50 price range. The only changes to 
be made will be in the sales organiza- 
tion. The factory resumed operations 
June 1. 


Rapp Store Remodeled 


Piqua, On10—The Rapp Cut Price 
Store, which was gutted by fire April 
20, has reopened for business after 
having been completely renovated. 
New fixtures and a complete new stock 
of merchandise were bought. 

The opening was held Friday, May 
22, and the store enjoyed the biggest 
day’s business in its 15 years. A. W. 
Zink is in charge of the shoe depart- 
ment in this and five other Rapp stores 
in Ohio and Indiana. 

R. Frank Albright is the owner of 
the group. 





New Pittsburgh Store 


PITTSBURGH, PA. — The Book Shoe 
Company leased the building at 301 
Market Street and has started remod- 
eling work. Upon completion a modern 
retail shoe store, the firm’s eighth store 
in this territory, will be opened. 


Shoe Firm Incorporated 


BALTIMORE, Mp. — Kroop & Dabson, 
Inc., has been chartered and incorpo- 
rated to manufacture boots, shoes and 
other footwear at Laurel, Md. Capi- 
talization of the concern is placed at 
$50,000, consisting of 500 shares of pre- 
ferred stock, each with a par value of 
$100, and 100 shares of common, hav- 
ing no par value. The principals and 
incorporators are Michael Kroop and 
Israel Kroop, both of Laurel, Md., and 
Hilton A. Dabson of Greensboro, Md. 





Novel Direct Mail Idea 





A novel way of promoting a new type of heel 
covering has been devised by Reginald T. Ellis, 
advertising and sales promotion manager of 
DuPont Viscoloid Company, Inc., who rece 
mailed to list of leading manufacturers an 
retailers in the shoe trade samples of actual 
Dupont "Pyraheels” with a new scuffless cover- 
ing made to simulate popular built-up 
leather and fibre heels, in any height, high or 
low. A card attached to the heel carried the 
address and a three-cent stamp on one side 
and a description of the new covering on the 
other. Mr. Ellis reports a decided interest in 
this new covering material. 





1936 


Opens With New Line 


SHARON, Pa.—The Smith Shoe Com- 
pany, whose stock of footwear was de- 
stroyed by fire two months ago, has 
opened with a complete line in the 
Boyle Building. 


Arthur R. Sheridan 


Map.Lewoop, N. J.—Arthur R. Sheri- 
dan, a director of the Johnston & Mur- 
phy Shoe Company of Newark, died 
May 25 at his home here after a long 
illness. Mr. Sheridan had been leather 
buyer for the firm for 35 years. He 
also was a director of the Unity Build- 
ing and Loan Association of Newark 
since its organization. His widow, a 
daughter, Miss Edith Sheridan, and a 
son, Dr. Raymond C. Sheridan, survive 
him. 








New Shoe Department 


TARENTUM, PA.—I. Morris Friedman, 
who has opened Friedman’s Arcade at 
203 Fifth Avenue, has installed a large 
department for the sale of men’s foot- 
wear and hosiery. 





Shoe Stores Incorporated 


INDIANAPOLIS, IND.—The Gary Shoe 
Mart, Inc., 1104 Broadway, Gary, Ind., 
has been incorporated to deal in foot- 
wear. Capitalization is 30 shares of 
stock, $100 par value. Incorporators 
are Morris L. Levy, Anna Z. Levy and 
Harry B. Levy. 

Sanderson’s Bootery, Inc., Logans- 
port, Ind., has been incorporated to deal 
in all kinds of footwear. Capitalization 
is 100 shares of stock having no par 


_ value. Incorporators are Chas. W. San- 


derson, M. W. Murphy and Bernard 


Murphy. 





Secretary Resigns 


PEABODY, Mass.—Raymond H. Rob- 
erts has resigned as secretary of the 
Massachusetts Leather Manufacturers’ 
Association to join the staff of Nathar 
H. Poor & Co., Peabody, manufacturers 
of sheep leather. 


Ann Lee Adds Shoes 


TARENTUM, PAa—The Ann Lee shop 
at 406 Corbet street, handling women’s 
ready-to-wear, has added a department 
for the sale of women’s shoes and ho- 
siery. The shop is exclusive in style. 








Ornsteen Factory Reopened 


MARLBORO, Mass. — The Ornsteen 
Shoe Co. reopened its factory on How- 
land Street May 27, when cutters began 
work. It is expected that a crew of 400 
will be engaged in a short while. 

The Ornsteen Shoe Co. operated here 
for about six years. Last Spring the 
firm closed the local factory and moved 
to Amesbury, where they still operate. 

An agreement has been reached with 
the United Shoe and Leather Workers’ 
Union to work under the same contract 
as has been in force in «Amesbury. 





RIPE MBS LE 
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The two biggest ships in the world are 
about the same size 





























... but the second ieee magazine trails far behind the 


WORLD'S BIGGEST MAGAZINE 


O DO a real, profit-producing selling job for the 

everyday necessities and luxuries of life, you 
dealers must have the support of the biggest maga- 
zine circulation on earth . . . a circulation which is 
double the size of that of any other magazine! 


This is the sales-speeding backing you get from 
manufacturers who make those products and adver- 
tise them to the more than 5,500,000 families who 

i read The American 

bool, Weekly. It goes into the 
nation’s richest buying 
areas... areas where 70% 
of all families live and 
where 80% of all retail 
sales are made! This pow- 
erful circulation creates a 
tremendous market, going 









; The 
AMERICAN 
WEEKLY 











THE 


MORE THAN NEAREST 
5,500,000 COMPETITOR 
CIRCULATION CIRCULATION 


into from 1 out of 5 to 1 out of every 2 homes in 


those responsive areas. 


What The American Weekly is 


The American Weekly is the largest magazine in the 
world. It is distributed through the 17 great Hearst 
Sunday Newspapers. In 614 of America’s 995 towns 
and cities of 10,000 population and over, The Ameri- 
can Weekly concentrates 67% of its circulation. 

In each of 158 cities, it reaches one out of 

every two families 

In 146 more cities, 40 to 50% of the families 

In an additional 139 cities, 30 to 40% 

In another 171 cities, 20 to 30% 


. and, in addition, more than 1,982,000 families in 
thousands of other communities, large and small, 
regularly buy and read The American Weekly. 


ERICAN 





“The National Magazine with Local Influence’’ 
Main Office: 959 Eighth Avenue, New York City 
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The Season’s Best Opportunity to Display Novelties 


That Will Sell in June, July and August 


S ANDALS lend an air of gayety to the selling season 
in shoe stores. The usual, formal arrangement of a shoe 
store, with its racks and display cases lined up for 
sober service, is now to be enlivened by the sale and 
service of sandals. All over the country shoe stores are 
setting aside spots of color to attract the eye to the 
sandal department. In the department store field the best 
job of all is being done—for the movable counters, carts 
and displays are put out in the traffic lines to interrupt 
the customer and to draw attention to novelty sandals. 

The sandal business is a sweet extra to stimulate sell- 
ing through the Summer months. The public has ac- 
cepted sandals as fancy footwear that cannot be mea- 
sured in months and seasons of use, but in days and 
weeks of pleasant wear. That’s what makes the diversity 
of sandals so interesting a field of selling. Naturally 
the prices vary according to the amount of style and 


workmanship put into the shoes. In the majority of 
sandal types, however, the prices are very low. This is. 
compensated for by the fact that the customer will buy 
several or many pairs of shoes during the season. 

The important thing to consider now is the freshen- 
ing up of the store with a color spot where sandals can 
be sold and served; and a definite hook-up in the 
window through the use of some name like the “Sandal 
Shop,” “Sandalette,” “Footwear Fancies,” etc. Outdoor- 
ing is a general term used to sell Summer, sunshine 
and sandals, etc. / 

Early promotion of sandals by merchants in New 
York came about through the sharp change in weather 
from cold to hot and indications that vacation period 
would bring about a general exodus of women and chil- 
dren from the streets and shops of New York—that is 
those who can afford a Summer’s holiday. Sandals are. 
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To get speed and certainty of 
selling, an entire Summer Shoe 
Shop can be set up. 


SET UP 
A 
SEPARATE 
SANDAL SHOP 


sold to week-enders and Mrs. and Miss America in gen- 
eral but, strange to relate, this year Mr. and Master 
America are asking for sandals as well. 

Department store shoe buyers in New York have an 
optimistic outlook on sandal sales for the coming Sum- 
mer. Expectations of peak sales in this line of footwear 
have resulted in elaborate plans for the showing and 
selling of sandal lines. 

Most shoe departments have divided their sandals 
into two classes, those for beach wear and those for 
dress and promenade wear. Beach sandals are merchan- 
dised separately from the shoe departments, they com- 
ing under the classification of beach apparel and are 
merchandised from this department. Joseph Minco, 
women’s shoe buyer at Lord & Taylor’s, is practically 
the only buyer who has included beach and dress 
sandals in the merchandising formula of his department. 

Using the corner of the shoe department which, dur- 
ing the Winter was used as a slipper shop, Mr. Minco 
has arranged an elaborate outlay for his Sandal Shop. 
This shop will have the same color scheme as was used 
in the Slipper Shop, namely, light blue, lavender, white 
and silver. The walls are done in light blue with 
lavender display cases along the two sides of the shop, 
running the length of the wall. Only a small part of 
these cases are used for display, this being a built-in 
space, about four by six feet in the center of the 
large case. Each built-in space is shelved and 
lighted by concealed lights in which the sandals 


on display are shown to their best advantage. Fit- 


A store-made sandal cart, highly colored, 
can be made a movable Sandal Department. 
It can even be moved out onto the sidewalk, 
if you have the courage to be audacious. 


° “pice ea 
za mitaaaiase 

" Gaada for oiler ® ae 

‘ ‘Saudale for pecor sie se TY 
Sandals for summer ‘frocka! . 


. \iivery color: every style! >“ 


How Famous Barr of St. Louis ad- 
vertise their new Sandal Shop to 
capture attention. 


ting chairs and stools are of silver color which makes 
a nice contrast to the light blue and lavender. An occa- 
sional low table and ash receiver of modernistic design 
break up the line of fitting chairs. 

When completed, the Sandal Shop. will resemble 
a lawn setting with an imitation grass rug, beach 
umbrella and garden seats. One side of the shop faces 
the main shoe department while the other faces the 
elevators so that customers coming from the elevators 
or walking through the shoe department cannot help 
but see this attractive corner in which sandals are sold. 

Beach sandals in this store, although merchandised 
from the shoe department, are sold in the beach apparel 
department, on the floor below, in a striking beach 
scene done in blue and white. 

The new Sandal Shop in Stern Brothers is another 
good example of a modern, well-located shop for the 

[TURN TO PAGE 44, PLEASE] 





From the line of 
E. E. TAYLOR CORP. 
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RETAINS THE SHAPE OF THE SHOE 


BARBOUR WELTING COMPANY, BROCKTON, MASS. 








Is Foreign Trade The Answer? 


(CONTINUED FROM PAGE 25) 


finished manufactures. Crude mate- 
rials such as raw cotton, leaf tobacco, 
coal, crude petroleum, and others ac- 
count for 30.5 per cent of our exports; 
semi-manufactures such as copper, 
lumber, iron and steel, gas and oil, 
leather, and so forth, amount to 15.6 
per cent, while foodstuffs such as wheat 
and fiour, meats and fats, fruits and 
nuts, make up the balance of 9.6 per 
cent. 

The maintenance of the export mar- 
ket for all these commodities can be 
maintained only by the maintenance 
of an import market in this country 
for other nations who send their prod- 
ucts to this country, and through the 
sale of those products are enabled to 
purchase our exports. This is not a 
purely theoretical problem. Every day 
in Washington we are faced with the 
problem of allowing imports to come 
into this country; because if we do 
not, the market will be closed in 
foreign countries for some of our ex- 
ports. 

Consideration must also be given to 
the fact that the maintenance of our 
standard of living is also dependent 
upon the importation of certain com- 
modities which we do not produce. I 
have said that we have about 75 per 
cent of the world’s production of auto- 


mobiles, and yet all of this automotive 
trafic is entirely dependent at the 
present time on the importation of one 
commodity—rubber. It is unthinkable 
that we could stop the importation of 
rubber, and stop the entire develop- 
ment of the automobile industry and 
the use of automotive power in this 
country, without serious disorganiza- 
tion of our entire economic life. 

We could hardly carry on our dis- 
tribution of foodstuffs without the use 
of tin cans, and yet we must import the 
tin for this purpose. We probably 
could do without tea and coffee, but 
we would not like it. We might do 
without silk, but our wives wouldn’t 
like it. Other commodities in less mea- 
sure could be named which contribute 
to our comfort and to our happiness, 
but enough has been said to indicate 
that without foreign trade we cannot 
maintain our present high standard 
of American living. 


Clever Windows Speed 
Summer Selling 
(CONTINUED FROM PAGE 29) 


“Window display at point of sale has 
greater value in influencing sales than 
any other known medium,” says H. C. 
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Pettit, display manager of J. W. Robin- 
son Co., Los Angeles, a store whose win- 
dows have won wide recognition. “Every 
person who passes your store is a poten- 
tial customer, and if you are not taking 
full advantage of the opportunity of- 
fered by your window displays to at- 
tract those potential customers through 
well-planned, timely selling displays, 
you are paying for ‘space and circula- 
tion’ from which you receive little if 
any results. Window displays like 
newspaper space have circulation value, 
which is determined by their size and 
location and by the traffic that pasess 
your store.” 

Mr. Pettit believes that modern dis- 
plays call for the services of an expert 
who is professionally qualified to plan 
them in such a way as to assure de- 
sired results. 


Value of Expert Touch 


“Most stores employ an expert to 
plan advertising campaigns, for they 
insist on getting results for the money 
they spend for space. Is it not just 
as important, if the size of the business 
permits it, to engage the services of a 
competent man to create effective win- 
dow displays, particularly in view of 
the fact that the space is so valuable? 
Perhaps the volume of business will 
not permit the employment of a full- 
time window man. In that case the 
services of a competent part-time man 
should be secured for occasional im- 
portant promotions. But whether the 
displays are planned by a man specially 
trained in window work or by the mer- 
chant himself, it is of the greatest im- 
portance in either case that as much 
eareful thought be given to window 
displays as the retailer is accustomed 
to devote to his advertising. 

“Map out a plan ‘and follow it out 
and you will be surprised at the effect 
it will have on your volume of busi- 
ness when you go over the figures at 
the end of the year.” 

In analyzing the science of planning 
and creating effective window displays, 
Mr. Pettit made the following pertinent 
observations: 

“The faculty of sight plays an impor- 
tant part in the consummation of every 
sale made. When you purchase mer- 
chandise in the market, when selecting 
it for advertising and display, when a 
patron reads your advertisement or is 
attracted by your window displays and 
finally when a patron decides to make 
a purchase, it is the faculty of sight 
that is instrumental in making the sale. 

“Through the medium of the display 
windows and interior displays it is pos- 
sible to present a three-dimension pic- 
turé of the merchandise that you have 
for sale, that is impossible with any 
other medium of advertising. 

“While newspaper advertising is very 
essential to the success of any well- 
regulated business, it has its limita- 
tions, as the sales appeal must be made 

(TURN TO PAGE 48, PLEASE) 
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Capitol Shoemakers 


Charleston, Illinois 


OFFICES REOPENS 
12TH AND RUSSELL e June 22nd, 
ST. LOUIS, MO. 1936 


~~ es Af WEAT 


Styled to Emphasize Charm desired by 


YOUNG MODERNS 


NEW LASTS—NEW MACHINERY—PROVEN SHOEMAKING 


Dingle Sole C cailsitinn 


INTERESTED RETAILERS 
SHOULD SEE US BEFORE MAKING SEASON'S COMMITMENTS 


@ Mr. Thomas J. Bushman 
@ Mr. Joseph W. Foehr 


@ Mr. John A. Bush 
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From the line of 
HUNTINGTON SHOE CORP. 
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BARBOUR WELTING COMPANY, BROCKTON, MASS. 





Transmigration of a Style 





[CONTINUED FROM PAGE 32] 


American Indians made them hundreds 
of years ago. 

It would never become ordinary since 
it was all hand-made. Little did mer- 
chants realize nor did the fashion- 
wise wearers of this shoe at Palm 
Beach a year later, that the Norwegian 
shoemakers may have learned their 
trade in the Rangely country. So here 
we have an American moccasin prop- 
erly authenticated by London and about 
to appear on the American scene, dat- 
ing back to two Norwegians working 
in America in a moccasin factory. 

Snapshots of the fashion leaders at 
Palm Beach began to drift in and style 
men and merchandise managers for the 
large department stores began to ques- 
tion their shoe men and their shoe 
buyers on this “new” Norwegian shoe. 
Today it is the novelty of New York, 
in the advertising columns at least, 
with various department stores claim- 
ing credit and various authenticity for 
it. All of which causes us to scratch 
our heads and return to our first state- 
ment, namely, that we have been living 
with moccasins for years, selling them 
with decided success and yet it was 
necessary for our English brothers to 
adopt it via Norway and send it back 
with their style benediction to get 
Americans really excited about it. 


As for the shoe itself, it is a genuine 
moccasin, now being made by moccasin 
makers in that part of America where 
good moccasins should come from. It 
has a hand-cut and hand-sewn sole, a 
broad scalloped sabot strap and a hand- 
pegged heel. It comes in natural cow- 
hide and in a bright carrot color. Here 
the authenticators seem to differ in 
opinion. Some claim the natural cow- 
hide is correct and others claim it must 
be the bright carrot color. 

If the rest of America responds to 
this transmigrated style with the ex- 
citement that New York has taken it 
up, it may well become as fast and 
furious a promotion as the Jai Alai was 
three years ago. 


Set Up a Separate 
Sandal Shop 


[CONTINUED FROM PAGE 41] 


promotion of sandal sales. Here again 
sandals are divided into the two classes 
with the exception that the beach san- 
dals are not merchandised through the 
shoe department which is headed by 
John McElroy, women’s shoe buyer in 
this store. 

This Sandal Shop is admirably lo- 
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cated between two main areaways lead- 
ing from the women’s apparel depart- 
ment to the shoe department. It is 
made up of two facing walls about 15 
feet apart. One wall is lined with stock 
shelves, outlined by white venetian 
blinds on the sides and around the full- 
length fitting mirror in the center, con- 
trasting with the cream colored shelves 
and walls. Over the shelves and run- 
ning the full length of the wall is a 
simulated awning of blue and white 
stripes. 

Along the opposite wall, facing the 
stock shelves, the fitting chairs are 
aligned, interspersed with low, circular 
tables on which are displayed samples 
of sandals carried in stock. A display 
rack done in blue, is the only other fix- 
ture on which the sandals are shown. 
The whole shop is well lighted by low- 
hanging indirect illumination from the 
ceiling of the store. 

Another Sandal Shop recently opened 
and which has enjoyed good business 
for so early in the year is that of James 
McCreery & Company. Announced to 
the public through a newspaper adver- 
tisement this new shop was crowded on 
its opening day and eight salesmen 
were kept busy until late in the after- 
noon. Joseph Zahn, women’s shoe buyer 
in this store, expects to reach a new 
sales peak in sandal promotion this 
year if early results are any indication 
of forthcoming business this Summer. 

Built to resemble a lawn scene, this 
new shop, called the Sandalette Shop, is 
approximately 30 feet long by 15 feet 
deep. It is built in the shape of a 
square-bottomed V with the walls paint- 
ed a rich cream color outlined by a 
simulated awning with scalloped edges 
and painted a pastel orange. 

Stock shelves are recessed around 
the three sides of the shop and come 
about waist high. These shelves are 
overhung by a sloping shelf on which 
sandals are prominently displayed. A 
door in the rear of the shop leads to a 
room where reserve stock is stored. 

A wall-to-wall carpet of green brings 
out the out-of-doors effect on which this 
shop is based. Fitting chairs and stools 
are upholstered in a light orange 
leather to go with the contrasting over- 
hang in the shop. 

Gimbel Brothers have situated their 
new Sandal Shop in the center of the 
women’s shoe department with a ceiling 
pillar at each corner. These four pillars 
are squared off by large “blow-ups” of 
beach and sport scenes. A picket fence 
of white and green connects these four 
pillars and gives an outline to the shop. 
Each side of the pillars and overhang- 
ing the blow-ups is a small, simulated 
awning of orange which keeps the shop 
from floating off in the air. Fitting 
chairs are ordinary garden settees of 
wood and painted orange to conform 
with the color scheme of this new shop. 

The sandals are displayed on a large 
circular stand in the center of the shop 
and in a glass display counter facing 
the entrance of the shop. Stock is not 
kept in the Sandal Shop but outside in 
the regular shoe stock shelves. 
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Kripponderf 
FOOT REST 


SHOE 


RIPPENDORF does it again ... another and 

bigger national advertising campaign for fall 

will broadcast the Foot Rest story of modern style 
and the thrilling experience of Four-Spot Comfort. 


15,383,951 Sales Messages in Ladies’ Home Jour- 
nal, Good Housekeeping, Vogue, Harper’s Bazaar, 
McCall’s, Woman’s Home Companion and Sunset; 
all concentrated in August, September and October, 
the peak of the fall buying season. 


Feminine America has placed approval on Foot Rest 
Shoes. This is one of the impressive facts of recent 
shoe history.. Every season shows a tremendous up- 
swing in sales. Foot Rest dealers are making money. 


Now is the time to identify yourself with Foot Rest 
quality . . . Foot Rest growth . . . Foot Rest perma- 
nence. Wire or write today for details. 


$650 . 
ie 6s Every Krippendorf Shoe is a sewed shoe. The 


$ 7° line is complete, light soles and Goodyear welts. 


Slightly Higher 
Denver West 


There is a Foot Rest Shoe for every woman 
































7 Heel Cushion of live rubber: absorbs 
shocks of continuous walking; reduces foot 
fatigue in sensational manner! 


2 New Rolled Insole: supports the inner 
side of foot; helps to balance the body; con- 
tributes amazingly to confidence, grace, poise. 


3 Metatarsal Cushion of live rubber sup- 
ports metatarsal arch; makes the step un- 
believably light, buoyant, youthful. 


4 Snug Heelast—shorter from ball to 
heel— insures glove-like fit at heel without 
any loss of toe room. This feature saves hosiery. 


THE KRIPPENDORF-DITTMANN COMPANY, CINCINNATI, O. 


When writing advertisers please mention Boot and Shoe Recorder 
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At Ease or at Attention, Kangaroo shoes are real 
men’s shoes—on the job every minute with what’s 
wanted. You can’t beat them! Kangaroo is 17% 
stronger, weight for weight, than any other leather used 
in shoes. At the same time it is light, soft and pliable, as 
easy and comfortable on the feet as fine kid. And 
Kangaroo’s small, tight grain takes a polish brilliant 
enough for dress wear. No wonder shoe dealers every- 
where find men’s street and dress shoes of genuine 


Kangaroo a steady-selling, consistently profitable line! 


AUSTRALIAN TANNED IN 


KANGAROO AMERICA 


Surpass Leather Co. Philadelphia, Pa. 
Richard Young Co. New York, N. Y. 


Ziegel Eisman Co. Boston, Mass. 














Hosiery and 
Aeecessories 


Sell Them Costume 
Combinations 
[CONTINUED FROM PAGE 27] 


taken advantage of his confidence! 

What’s the next step? Education 
of the salesclerks. And that is no 
casual matter. It’s a regular weekly 
meeting held after hours—and obliga- 
tory. New merchandise is shown to 
every salesperson and new fashion 
trends are discussed. 

It is interesting to note in this con- 
nection that none of the clerks receive 
commission on “suggestive” sales. It 
is part of their job to build up the 
ensemble thought and they realize that 
it all builds more sales for shoes. In- 
stead of them helping to sell acces- 
sories, accessories are helping them. 
Because the more a woman gets in- 
terested in varying her accessories, the 
more shoes she will buy: 


Promotion and Display 


Promotion and display is the third 
link in .the chain. Newspaper and di- 
rect mail are packed with information 
and suggestions for correct ensembling. 
But windows and counter cases do the 
major part of the work. Mr. Samuels 
tells us, for instance, that he got no 
where fast with British tan this Spring 
until he worked out a window that 
turned the tide. 

In this window a small revolving 
platform was used. This was divided 
into four sections, all showing British 
tan shoes with a sketch of a costume, 
the same sketch being repeated in four 
different colors. The obvious versatil- 
ity of the color, as proved by these 
sketches, broke down resistance. 

Window cards are handled infor- 
mally—both in their wording and in 
their execution. No studio hand-letter- 
ing—but hot news right off the office 
typewriter! And women stop and study 
it because it tells them—fast—what 
they want to know. In its display 
facilities L. R. Samuels has great ad- 
vantage because the windows of their 
new store, built five years ago, were 
designed with this accessory tie-up in 
mind. A forty-foot arcade leads into 
the store flanked with small windows 
which can be changed easily and often. 
And which can be effectively concen- 
trated on single ideas. 

Inside, 32 display cases also give 
their newsy pictures. And right in the 
midst of the most important group a 
heel-testing dais is strategically in- 
stalled, from which vantage point a 
customer sees everything, whether she 
means to or not! 

Sketches galore taken from various 
style sources are used to give the cos- 
tume background in the displays. And 
the same accessories are actually shown 
which are sketched with the costume 
in the picture. Fashion magazines are 
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Run Away 
Simply Write or wire today for details on our successful Run 
CANNOT Away Campaign and samples of Run Away—the stock- 
RUN? ing that made luxury practical. 


Valley Mills. Ime. 





Spring City, Pa. 
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| by took Run Away just six months of 
retailing at $1.65 to make Hosiery History, Sensa- 
tional Sales Records and Run Away Profits for Hosiery 
Departments in America’s leading Retail Shoe Stores. 
It was Volume, Volume and More Volume. 









Now, volume works miracles. . . . Chalk this one up 
for Schuylkill. Public acceptance and your promotions 
have effected great manufacturing economies and we’re 
passing them on to you to make possible a new low 
retail price on Run Away... . You can retail it profit- 
ably now at $1.35, a consumer accepted level. 








This new low price on Run Away is going to build more 
volume and more profits, so be prepared. 











Schuylkill 






New York, Empire State Bldg. 
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BARBOUR DRESSWELT RESISTS WATER 


BARBOUR WELTING COMPANY, BROCKTON, MASS. 








strewn all over the store and quota- 
tions used to give authority to the 
store’s own presentations. Mr. Samuels’ 
customers, it seems, get a short course 
in fashion along with each pair of 
shoes! 

As the months go on, he finds these 
women are growing more inclined to 
listen to recommendations from the 
shoe salesmen; they didn’t take too 
kindly to the conscientious suggestions 
of the clerks. So it was decided to 
go more slowly and if a customer 
wanted to wear everything matching 
in a costume (gray coat, gray shoes, 
gray gloves, etc.) let her have it. Now 
customers are beginning to see that 
the Samuels staff knows whereof it 
speaks. They are being persuaded to 
scramble their accessories, to use three 
colors in a costume scheme, to avoid 
that “niggly” look that comes from 
self-conscious repetition of the same 
note. Not only is a little variety in 
a color scheme much more practical 
to handle from the buying angle, but 
it is certainly better fashion. 

The most successful color schemes 
take much more than just an exact 
eye for color matching. They take an 
imaginative sense of color combina- 
tions. That, Mr. Samuels tells us, is 
what he enjoys most about his work 

. and what his customers are be- 
ginning to enjoy too. They see that 


their use of color in accessories can 
give them real individuality. They see 
that changing accessories can change 
their whole effect for a comparatively 
small expenditure. And if a shoe store 
can render them this service, they will 
come back .. . and back again! 


Clever Windows Speed 
Summer Selling 
(CONTINUED FROM PAGE 42) 


through the printed word description 
of a piece of merchandise, a line draw- 
ing or a photograph. 

“Through the medium of display your 
merchandise may be presented in all its 
glory, so that one may see its color, line 
and quality. It is here that the faculty 
of sight says to the patron, ‘That is just 
the shoe, dress or hat you should pur- 
chase, for it is the color, style and 
quality you have been looking for.’ The 
display picture has created in the 
mind of the patron a desire to possess, 
which in turn, is usually followed by 
the act of purchasing. 

“There is an old Chinese proverb: 
‘One picture is worth 10,000 words.’ 

“And I am sure that you will agree 
with me that no number of printed 
words describing a piece of merchandise 
will register in one’s mind as effectively 
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as the sight of the merchandise itself. 

“Window displays may be grouped 
into two general classifications: 

“1, Those intended to create 
mediate sales. 

“2. Those of an institutional nature 
intended to create store prestige that 
indirectly results in future sales. 

“A window display of the first clas- 
sification should, to be a success, have 
these three points in its make-up: 

“1. Attention value. 

“2. Desirability of merchandise. 

“3. Uses for the merchandise. 

“Under the heading of Attention 
Value we find that color, composition 
and originality are of prime impor- 
tance. Under the heading of Desirabili- 
ty of Merchandise, style, price and sea- 
sonableness are equally important. Un- 
der the heading of Uses for the Mer- 
chandise, the following facts should be 
stressed : 

“Its correctness for the occasion to 
be worn. How it can contribute to one’s 
comfort or the pleasure derived from its 
use. 

“Institutional Displays may be sub- 
divided into three groups: 1. Those that 
are informative. 2. Educational. 3. 
Civic. All are intended to create good- 
will and prestige for a business. 

“In the informative group are in- 
cluded displays that are intended to ac- 
quaint the public with the new season’s 
styles and colors, the many and varied 
lines that a merchant carries and the 
selections available. It has been found 
good practice at certain times to devote 
a number of windows to the display of 
one line of merchandise, one style or 
one color. Through such repetition an 
impression is indelibly made on the 
mind of the passerby and, though no 
immediate sale be made, the display will 
not be forgotten when in need of such 
merchandise in the future. 

“The educational display serves to 
acquaint the public with the materials 
that are used in the manufacture of 
various types of merchandise and the 
steps used in the fabrication of them 
into a finished salable product. A fine 
example of the educational type display 
was the display used by Delman show- 
ing the steps in the building of a hand- 
turned custom made shoe. This display 
was the center of interest for thousands 
from morning to night and was very 
successful from a sales standpoint. 

“Then there are the civic window dis- 
plays—windows featuring and giving 
publicity to community chest drives, 
national holidays, sporting events, the 
opera and many others. In many of 
these displays it is possible to show ap- 
propriate merchandise and make them 
do double duty. All are intended to 
create good-will for the firm as well. 

“In addition to window displays as a 
sales medium, you have at your service 
another powerful medium, that of in- 
terior displays. It costs you nothing ex- 
cept a little thought and work and has 
proven very successful. Displays of 
colorful seasonable merchandise at 
strategic points in your store will not 
only add to its attractiveness but will 
sell that merchandise as well.” 


im- 
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for 


WE PRESENT 


A National Advertising message on Pied Piper 
Shoes to a sophisticated health-conscious market 
through Hygeia — official publication of the 
American Medical Association. 











The Pied Piper Posturator—most modern develop- 
ment in accurately constructed corrective juvenile 
footwear. 


Advanced styling-—evident in the longest, most 
complete line Pied Piper has ever presented. 


A new, novel window display background in photo- 
graphic effect made from live child models — and 
enlarged plans for liberal advertising — selling 
cooperation. 





Pied Piper exclusive, patented construction features 
combined with improved details of design and 
workmanship. 


We firmly believe this to be the strongest juvenile 
shoe set-up in America from the standpoint of prac- 
tical merchandising advantages. 


Will you be satisfied with less for Fall 1936? 


PIED PIPER SHOE COMPANY 


Exclusive Manufacturers of Feature Juvenile 
Footwear For More Than 20 Years 


Wausau, Wisconsin 
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EVERLASTIK, INC. 


announces 


the appointment of 


ALFRED VAMOS 


MARBRIDGE BUILDING 
NEW YORK 


As exclusive distributor of the 
Everlastik line of 


Le Tod a. 
Shoe Fabrics 


Mr. Vamos is prepared to present practical ideas in the 
use of LASTEX Shoe Fabrics and will personally assist 
those who are interested in its application. Many of Mr. 
Vamos’ original creations will be on display at the 
Copley Plaza Hotel during the Boston Show. 


¥ 


EVERLASTIK, INc, CHELSEA, MASS. 


att aie 
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Paging Color for Fall 


[CONTINUED FROM PAGE 23] 


was the most discussed color family. 
Miss Ruth Kerr, of the Calf Tanners, 
simplified the russet problem by show- 
ing that there are two different fami- 
lies, each with their part to play. There 
is the red russet as typified by the 
Textile Color Card “Chaudron.” And 
there is the golden russet, typified by 
“Spanish Tan” and Cinnamon. She 
illustrated the point with a Copper 
Kettle and a bunch of cinnamon sticks. 
Every store needs both families in its 
russet shoes and other accessories. 
Chaudron is the newer and the more 
important in day long and more formal 
shoes. Spanish tan is more seen in 
sports and tailored shoes and has—as 
it has had for several seasons—volume 
acceptance in this type of footwear. 
The golden tones are also being used 
for accent touches on the darker brown 
and black. 


Shoe Color Specifications 


Miss Rhea Nichols, of Allied Kid, in- 
troduced her shoe remarks by giving 
the color consensus of two hundred 
retailers interviewed at the Shoe Fash- 
ion Guild showings. 

These merchants expect black to be 
at least 10 per cent more important 
than last Fall. Brown will suffer some- 
what, with 15 per cent to 30 per cent 
brown shoes depending on the locality. 
In this brown classification she did not 
include russet shades but only the 
darker browns. In the darker browns, 
the extremely inky browns are dan- 
gerous, except for individual promo- 
tion. Marrona is the darkest shade 
expected to have volume acceptance. A 
number of these Marrona or chestnut 
browns will be trimmed with russet. 

Next comes the russet family. A 
few gray shoes for the early shoes and 
to a still more limited extent to wear 
with gray fur coats later. Navy for 
early Fall only. Oxblood as a contrast 
color early, a limited matching color 
later, with green creeping up on Ox- 
blood as the season progresses. Auber- 
gine may prove a dark horse, but so 
far has made little progress. The best 
used of Aubergine are in two extremes 
—rugged leathers for sports and fine 
leathers for end-of-day shoes. Miss 
Kerr, in commenting later on Auber- 
gine, pointed out that this color makes 
other colors vibrate and is used for 
this purpose in modern painting. 


Glove Findings 


Colored gloves came in for consider- 
able attention at this Forum. And the 
glove is certainly an accessory item 
that shoe stores should consider very 
seriously, now that it is possible to 
merchandise gloves in three sizes. 

There will not be quite as much color 
in gloves as there was this Spring (“a 
seasonal recession in an upward curve,” 
as Miss Isabel Ireland of Ireland 
Brothers puts it). But color is still 
the major factor in glove selling .. . 
infinitely more important today than 
design. 
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BARBOUR DRESSWELT 
ADDS STYLE APPEAL 





BARBOUR WELTING COMPANY, BROCKTON, MASS. 











Glove colors divide themselves into 
three classes—(1) The staples keyed 
to the shoe colors—browns, rusts, 
green, oxblood, navy. (2) Classic and 
conservative colors, like beige, gray 
and white, and Aubergine. (3) Limit- 
ed novelties, which are light “false” 
colors for formal wear, including 
raspberry, slate blue and sulphur. 

Several speakers felt (and we agree) 
that gloves should not match bags. The 
effect of this pairing off of accessories 
seen so closely together is monotonous. 
Another excellent point made was that 
beige gloves should be keyed to both 
of the two different casts of color that 
are used in stockings—grayed and cop- 
pery casts. 


Bag Facts 


Color in handbags has been a life- 
saver, Mr. Mittenthal said. Changes in 
size and shape had just about run the 
limit of their usefulness with every 
manufacturer striving to outdo the 
others in eccentricity of design. Color 
creates a sound seasonal “obsolescence” 
(which, of course, is the nice Sunday 
word that means growing out-dated 
before getting worn out). 

Bags, like shoes, said Miss Elizabeth 
Ambrose, are simple in style, but dra- 
matic in color and detail. She spoke of 
darker meta] touches, carrying out the 
theme song of greater subtlety, i. e., 
copper and oxidized silver. And she 
looks to colored linings in dark bags 


to provide the high style color touch. 





Spokane Retailers Hold 
Annual Banquet 


SPOKANE, WASH.—The Spokane Re- 
tail Shoe Dealers Association held 
their annual banquet recently. Will 
Kronenberg, of the Kronenberg Shoe 
Hospital, is president and _ Russell 
Walker, proprietor of the Savon Boot 
Shop, is secretary. The banquet was 
held in the Donkey Room of the 
Couer D’Alene Hotel, and Mr. Van 
Arsdell, of the United States Rubber 
Company, acted as toastmaster. Ap- 
proximately one hundred shoe men at- 
tended the dinner, which was followed 
by a very entertaining floor show. This 
association meets the second Tuesday 
of each month for the purpose of dis- 
cussing problems of mutual interest. 

The Spokane Retail Shoe Dealers re- 
port the largest sale of women’s grey 
shoes enjoyed for many years, with 
white shoes now selling in full swing, 
strap sandal types predominating. 





Sandals in Des Moines 


Des MOINES, Iowa—Judging from 
the display windows. and interior dis- 
plays of three local shoe stores, san- 
dals appear to lead in popular priced 
shoe lines. 

At Heggen’s store sandals are shown 
in white, browns, blues, blacks and tans. 
The dark shoes are leading in sales im- 
portance, with round toes and medium 
heels in kids leading the sales. 





SPECIAL CLEANER FOR 
OOZE FINISHED LEATHERS 
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You can make money on a good product—that brings repeat 
business. That describes Bunny Bags—a white shoe cleaner 
recommended by leading shoe manufacturers for use on all ooze 
finished leathers, because it has been specially designed to 
preserve the original finish of these leathers! 


And Bunny Bags are convenient. A handy little bag used like an 
eraser. No mess or waste. An emergency cleaner anywhere or 
an everyday cleaner at home. And how they work! Bunny Bags 
do not cover soil—they eliminate it! For fifteen years, Bunny Bags 


stood the tests. 

No matter what other brands and types of white shoe cleaners 
you may now carry, you must have Bunny Bags if your stock is to 
be complete. 


Use the coupon below for a free sample. 


BUNNY PRODUCTS COMPANY, INC. Port Huron, Michigan 


Distributors 
East: Middle West: 


Laing, Harrar & Chamberlin, Inc., Philadelphia Thompson-Ehlers Co., Chicago 


BUNNY PRODUCTS COMPANY, INC., Port Huron, Michigan 

Please send me sample and prices of Bunny Bags. No obligation. oe 
this on a Postcard 
or Your Letter- 
head and Mail 
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White Sandals Sell in Chicago 





Whites Dominate the Retail Picture, Both in Women's and Men's 
Shoes, Reports Show 


CHICAGO — White sandal sales have 
led all others in Chicago shoe stores for 
the last week, a survey showed today. 

In O’Connor and Goldberg’s exclusive 
shop at 23 E. Madison Street, a high- 
heeled stitched model is the leader, ac- 
cording to Harry Roseman, assistant 
buyer. Increasing white-mindedness of 
the public is noted by Mr. Roseman. 

Handling footwear priced upward 
from $8.75, this store reports its sales 
of white shoes exceeding by 25 per cent 
those of any other year, while their 
general business is up 50 per cent over 
last year. Mr. Roseman left for New 
York to join Paul Seegal, buyer for the 
firm. Together they will choose their 
Fall lines, using some of the ideas Mr. 
Seegal garnered in London and Paris, 
whence he is returning. 

A sandal aisle has been created in 
Marshall Field’s fifth floor shoe depart- 
ment, where are attractively displayed 
a variety of styles running from a 
medium heel small eheck plaid linen 
and a step-in style of woven doeskin, to 
a high heel patent one-strap model, 
more suitable for evening wear than 
beach sands or pebbled paths. They re- 
port sandal sales far ahead of others. 
Cutler’s Palmer House store is featur- 
ing and reports a heavy sale of two at- 
tractive models. The first is a two 
strap heavily stitched sandal with 
military heel; the other has a high heel, 
is stitched, but has a wide strap and 
heavy metal buckle. Both are priced at 
$3.70. 

A new light cream shade featured at 
Maling Brothers is called West Indies 
White. Sandals in this shade are of 
patent, kid, and suedes, as well as of 
linen and doeskin. Three of their best 
selling models are high heeled. One is 
constructed of wide strips, almost plain, 
with heavy strap and buckle; the second 
differs in that the strips are heavily 
stitched and the sandal is closed back of 
the strap, rather than open; the third 
model is delicate, constructed of narrow 
strips in the patent, held together by a 
wide loop upward from each side of the 
toe, with narrow strap and tiny metal 
buckle. 

In the men’s shoes, plain whites are 
leading so far as to make the sale of 








DATES TO REMEMBER 


Boston Shoe Fair, Boston, Mass. 
June 8, 9, 10, 1936 
Ohio Shoe Retailers Association Conven- 
tion, Hotel- Netherland Plaza, Cincin- 
Qe cccwccanxceced June 14, 15, 16, 1936 


Wisconsin Shoe Retailers Association Con- 

vention, Park Hotel, Madison, Wis., 
June 21, 22, 23, 1936 

Cal‘fornia Shoe Retailers Association 

Convention, St. Francis Hotel, San Fran- 
Ci Ee: June 15, 16, 17, 1936 


Pacific Northwestern Shoe Retailers Asso- 
ciation Convention, Olympic Hotel, 
Seattle, Wash. ...... June 21, 22, 23, 1936 


Illinois Shoe Retailers Association Con- 
vention, Hotel Pere Marquette, Peoria, 
EERO ER ©: June 21, 22, 23, 1936 

Boot and Shoe Travelers Association of 
New York, Annual Outing, 30th Anni- 
versary Event, Karatsony's, Glenwood 
Landing, Long Island, New York, 

July 16, 1936 


Pennsylvania Shoe Travelers Association, 
Tri-State Shoe Mart, William Penn 
Hotel, Pittsburgh, Pa.. .July 26, 27, 28, 1936 

Official Leather Opening and Style Con- 
ference for Spring, 1937, Waldorf- 
Astoria Hotel Sept. 14, 15, 1936 





combinations almost negligible, said R. 
J. Adams, buyer for the men’s depart- 
ment at Mandel Brothers store. Al- 
though their white trade was late in 
starting this year, it came suddenly and 
is now in full Summer stride with crepe 
sole and plain toe models leading in 
sales. Mr. Adams attributed their great 
increase in shoe business to greater ac- 
cessibility of the shoe division since its 
move to the first floor from the second 
floor of the big department store in 
February. 


Good Business Precedes 
Holiday in New York 


New YorK—Shoe merchants in and 
about New York report a good pre- 
holiday selling period the week before 
Memorial Day. Although there was 
nothing outstanding about the shoe 
business this pre-holiday week, mer- 





Production Off in April 


PRODUCTION OF BOOTS, SHOES, AND 
SLIPPERS, OTHER THAN RUBBER 


MILLIONS OF 
PAIRS APRIL , 1936 
“a 
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WASHINGTON, D. C.—Shoe produc- 
tion in April showed a decrease of 5.8 
per cent from March, 1936, and of 
7 per cent from April, 1935, accord- 
ing to the monthly production sum- 
mary issued this week by the Bureau 
of the Census. The total production in 
reporting factories in April of this 
year amounted to 32,166,709 pairs. 
Nearly all of the principal classes of 
footwear showed a decline for the 
month, as compared with April, 1935, 
the outstanding exceptions  bejng 
athletic shoes and slippers, both of 
which registered an increase. 





chants were satisfied with the amount 
of business done and many report a 
good increase in pairage sales over the 
same month a year ago, even though a 
Saturday was lost this year. 

Although white shoes are selling in 
increasing numbers, the unseasonable 
weather during the latter part of May 
retarded their sales to some extent. 
However, no complaints are heard from 
shoe retailers on this score because 
several were able to get rid of quite a 
few pairs of dark shoes which other- 
wise would have been left on their 
hands. They are confident of being 
able to dispose of their white stocks 
later. 

There has been no outstanding type 
of white shoe sold as yet, retailers re- 
porting good movement on all types. 
The all-white shoe is again holding its 
lead and of course will continue to do 
so. 
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STEP 


INTO THE 
PICTURE 


Dr. Scholl’s 
Foot Comfort Week 


June 6tol3 


ATCH every 

opportunity to 
be of service to the people 
in your community... 
and that means telling 
them and showing them 
you can provide relief 
from their foot troubles 
through Dr. Scholl’s 






















Foot Comfort Service. 





Court Asked to Determine 
Wisconsin Commission's Power 

MADISON, Wis. — The state Trade 
Practice Commission, which administers 
codes created under the Wisconsin Re- 
covery Act, has petitioned the Supreme 
Court for a declaratory judgment to de- 
termine whether it has the power to 
assess and collect fees for administra- 
tion of individual codes. 

It was declared that if the court 
agrees to take jurisdiction, a decision 
will be sought before the Summer vaca- 
tion. 

Before Gov. Philip F. La Follette or- 
ganized the commission to administer 
the recovery law, codes affecting indus- 
tries and service trades were governed 
by individual authorities. In an execu- 
tive order several months ago, the gov- 
ernor abolished the code authorities and 
provided a method of budgeting ad- 
ministrative expenses under which the 
assessment had to be paid into the state 
treasury. In the same order, adminis- 
tration of all codes was centralized in 
the new commission. 


——— 


Adds Littleway Pisces 


LyNN, Mass.—The Edward Newhall 
Slipper Co. has started to make slip- 
pers by the Littleway process in addi- 
to its McKay slippers. 

The slippers are both Littleway 
staple - lasted and Littleway lock- 
stitched. 
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New Tariff Exemption 
Helps Buffalo Shoe Men 


BurraLo—Retailers of women’s low 
and popular priced footwear report a 
new high record in sales volume for 
the spring season was reached May 
23-25, the latter day being Victoria 
day, a Canadian holiday, when there 
was an influx of more than 50,000 
tourists from across the international 
border taking advantage of the new 
Dominion tariff act allowing free im- 
portation of $100 merchandise pur- 
chases. 

Many low priced chain store retailers 
reported the May 25 sales volume ex- 
ceeded 1,500 pairs, a major part of 
the business being from Canadian visi- 
tors who reported comparable footwear 
was being sold in Canada at prices 
from 35 to 50 per cent higher. In one 
shoe store 89 customers were actually 
counted at 3 o’clock in the afternoon 
and 25 salesmen were busy fitting cus- 
tomers. It was explained that more 
than 1,700 customers had visited the 
store during the day. 

A survey of the larger Main Street 
shoe shops indicated that the business 
in higher-priced lines was negligible, 
while more than 80 per cent of the 
total purchases by Canadian shoppers 
was in lines at $3.50 or less. All shoe 
retailers accepted Canadian money at 
par, although banks accept Canadian 
funds only at a discount. 

Shoe retailers said that if sales vol- 
ume on Victoria day is any indication 
of the results which will be experi- 
enced following the enactment of the 
new Canadian tariff law allowing free 
importation of $100 merchandise pur- 
chases, the trade with Canadian cus- 
tomers will show a big increase as the 
season advances. 


Shoe Stores in Temporary 
Quarters 


MILWAUKEE, WIS.—Razing of the 
Loan & Trust Building in downtown 
Milwaukee has necessitated the mov- 
ing of two retail shoe stores into tem- 
porary quarters until a new building 
is erected. The Nunn-Bush shoe store 
has moved temporarily into a former 
bank building between West Wiscon- 
sin Avenue and West Wells Street, on 
Second Street, while the Regal Shoe 
Co. has moved its store into the Wis- 
consin Hotel building on Third Street, 
north of Wisconsin Avenue. 





David Boot Shop to Move 


NORTHAMPTON, Mass.—The David 
Boot Shop, operated by David M. Lip- 
shires, is moving from its Pleasant 
Street location to 221 Main Street on 
July 1. A new modern front and up- 
to-date fixtures will be installed. 
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re ou $ 
why exit va fabri? 


you. Syn? For the cost of 
cin" & pair of ruined 
shoes we can give 

you a complete set of foolproof 


dyes! 
Wonder fad Dyes 


Tints all fabrics any color 


Our No. 1 System 
Complete Set ........ $9.50 


Has a complete color chart of 210 colors, 
requiring only 10 basic colors. Perfect 
lustre, brightness and depth. No odor, 
non-poisonous, waterproof, won't streak 
or stain. 


Our No. 2 System 
With chart of 104 colors. 


Complete 


Already mixed dye to be applied RIGHT 
OUT OF THE BOTTLE. Only 26 bottles. 
Non-alcobolic. Results Guaranteed ! 


*Retailers everywhere acclaim the marvel- 
ous results and economy of these systems. 
Wonder Dyes will tint tintable Bucks, 
Doeskins, and Suedes. 


Also a jet black for all fabrics. 


SHOE KRAFT PRODUCTS 
159 No. Michigan Avenue 
Chicago, Illinois 
Jobbers inquiries solicited. 


* Names of leading manufacturers and 
retailers given upon request. 























L. M. Cogan Goes to Ithaca 


NEw ROCHELLE, N. Y.—Lou M. Co- 
gan, formerly with Wares Department 
Store of New Rochelle, as buyer of 
women’s and children’s shoes, is now 
located with Rothschild’s Brothers De- 
partment Store, Ithaca, N. Y., in the 
same capacity. 





F. Wolfe Basement Manager 


YOUNGSTOWN, OHI0O—F red Wolfe has 
been named manager of the new base- 
ment shoe department opened recently 
at Robinson’s, 132 W. Federal Street, 
Youngstown. Mr. Wolfe has depart- 
ment and chain store experience, and 
will be assisted by 12 clerks. The de- 
partment will feature fashion footwear. 





U.S.M.C. To Move N. H. Plant 

Ervinc, Mass.—The United Shoe 
Machinery Company will move _ its 
Brentwood, N. H., plant to the Erving 
factory. The proposed move is the re- 
sult of the expiration of the lease on 
the Brentwood factory building and 
it is understood the machinery will be 
installed at the Erving plant in June. 

The Erving factory operates under 
the name of Fred W. Mears Heel Com- 
pany and is under management of 
James Crump. Wooden heels are 
manufactured there now. 

The United Shoe Company estab- 
lished its plant at Erving in 1930. 
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THE NEW “WALLED” LAST 
AND BOX TOES 


The box toe must be relied upon in the 
finished shoe to reproduce and preserve 
the clean-cut and well-defined lines of the 


Walled Last, 


THE QUALITY BOX TOE 
Celastic Box Toes are pre-eminently satis- 


factory in accomplishing this result. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 











ELAM'S 


PRE-WELTS 


An outstanding line of pre-welts 
nationally known as sales build- 
ers and profit makers. 


IN-STOCK 


Style 538—Patent Leather—Sizes 2 to 8 
Style 539—White Elk —Sizes 2 to & 


F. S. ELAM SHOE CO. 


Distributors 
ROSTON Lane Br 
NEW ORLEANS B. Rosenberg 
SAN FRANCISCO slaser 
LOS ANGELES Boston Shoe ( 











Feature Beach Footwear 


SEATTLE, WASH.—Several Seattle and 
Tacoma department stores have given 
a new fillip to Summer shoe sales 
through the medium of Beach Shops, 
established late last month. At Mac- 
Dougall’s of Seattle, there was newly 
created a spot that underscored “Sand- 
alls for all, amidst Sand and Sun and 
Surf,” while at Tacoma, there has been 
assembled with a splash of merchan- 
dising color, a “Sand and Surf Shop,” 
with lovely models brightening the 
opening and accenting beach footwear. 

There were sand shoes or espadrilles 
in brilliant coloring, and clever sand 
sandals with rubber soles, or those with 
cork or leather soles in white, red, yel- 
low and black, as well as floral fabrics. 
Smart water nymphs were the manni- 
kins on parade at the sand and surf 
shop during the afternoon of the open- 
ing, with the brightest of beach play 
togs and footwear for frolics on the 
shore, 


Sugar for Customers 


SouTH BEND, IND.—Pure cane granu- 
lated sugar was sold at 3 cents a 
pound by the shoe department of Fus- 
field’s as an opening-day feature of 
their Eighth Anniversary Sale to any 
purchaser of shoes. A limit of ten 
pounds was made for each customer 
at this price. 


BOOT AND 


Smith-Robinson Remodel Front 


Santa Monica, Calif.—The recently re- 
modelled front of the Smith-Robinson shoe 
store. Shelves in the rear of the window are 
worked out in an interesting fashion. This 
arrangement permits the segregation of many 
items from the main display. Lighted port- 
holes in each window serve to highlight the 
new models as they make the'r appearance in 
the store. 





Canadian Shoe Manufacturer 


on Employment Board 


MoNTREAL—An honor came to the 
boot and shoe industry of Canada this 
month when the Dominion Minister of 
Labour, Hon. Norman Rogers, an- 
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INTO THE 
PICTURE 


Dr. Scholl’s 
Foot Comfort Week 


June 6tol3 


EE that a Dr. Scholl 
window trim brings 

into your store the maxi- 
mum number of people 
whowillread Dr. Scholl’s 
advertising on this na- 
tion-wide event. Let 
them know YOU sell 
Dr. Scholl merchandise. 














nounced the appointment of Alfred 
Marois, Jr., prominent shoe manufac- 
turer of Quebec City, as one of the 
seven members of the National Em- 
ployment Commission, of which the 
chairman is Arthur B. Purvis of Mon- 
treal. 

Mr. Marois is the son of Mr. and Mrs. 
Alfred E. Marois of Quebec. Educated 
at the Commercial Academy, Quebec, he 
won the Lieutenant-Governor’s gold 
medal in graduating and continued his 
studies at Mont St. Louis College, Mon- 
treal. Later he obtained his degree of 
Bachelor of Applied Sciences at Laval 
University (now University of Mon- 
treal). He attended the Polytechnical 
School of Montreal and graduated with 
high honors as a civil engineer, this 
obtaining him a position in connection 
with the construction of the Transconti- 
nental Railway. 

In 1918 he joined A. E. Marois, Lim- 
ited, shoe manufacturer of Quebec, 
owned by his father, and became suc- 
cessively sales manager, general man- 
ager and vice-president. 

At the present time Mr. Marois is 
president of the Federation of Cham- 
bers of Commerce of the Province of 
Quebec; director of the Canadian Cham- 
ber of Commerce; president of the Boot 
and Shoe Manufacturers Association of 
Canada; president of the Boot Manu- 
facturers Association of Quebec; vice- 
president of the joint committee of the 
shoe industry in Quebec; vice-president 
of the Safety League of Quebec, and 
a former president of the Canadian 


Manufacturers Association (Quebec 


section). 


John J. Weymann to Retire 


LOCKLAND, OH1I0O—John J. Weymann, 
who has operated a store at Lockland, 
Ohio, since 1913, will retire some time 
in July. Mr. Weymann started in the 
shoe business in 1877 in Germany. In 
1882 he came to this country and was 
employed by the Wilke-Pohl Shoe Com- 
pany which later became the Pohl Shoe 
Co. 

In 1885, the Lockland store was 
started with Mr. Weymann in charge. 
He continued to operate this store until 
he took this store over and operated it 
under his own name since. 

After spending 59 years in the shoe 
business, Mr. Weymann will take a 
well-deserved vacation. Paul Rolfes 
will take over the business and continue 
to operate it as at present. 


To Make Children's Stitchdowns 


St. Louis—The Tobin-Hamilton Co., 
1240 Chouteau Avenue, recently joined 
the ranks of children’s shoe manufac- 
turers. They are producing a line of 
children’s stitch-downs in the popular 
price field. E. H. Klick is_ president. 
Ed Lippman is in charge of sales and 
styling. Ben Nester, formerly super- 
intendent for Hamilton Brown Shoe Co. 
on stitch-down shoes, is in charge of 
shoemaking. 

















Jack Maltz Manages New Store 


BROOKLYN, N. Y.—The new Mellin- 
Friendly Shoe Store at 1666 Pitkin Ave- 
nue, here, is under the management of 
Jack Maltz, who has been connected 
with the Mellin store for more than 12 
years, it was announced recently. 

Mr. Maltz is widely known through- 
out Brooklyn in the shoe trade, and his 
appointment as manager of the three 
stores in the Mellin-Friendly organiza- 
tion brought a multitude of congratula- 
tions. 

Simultaneous with the opening of the 
new store, Louis Mellin, president of the 
Mellin-Friendly Shoe Store, announced 
that it marked the start of an expan- 
sion throughout the metropolitan area. 


I. H. Cohen Made Manager 


PROVIDENCE, R. I.—I. H. Cohen has 
been made manager of the shoe depart- 
ment at Shartenberg’s, large de- 
partment store, where he succeeds Louis 
Ackman, who has been transferred to 
another shoe business operated by the 
same company. 

Mr. Cohen has been associated with 
the shoe business for 15 years, prin- 
cipally in Pennsylvania, although he 
has had various connections throughout 
the East. At one time he operated a 
shoe business of his own. 


Designer on Hand for Opening 


BALTIMORE, Mp.—The Bonwit Lennon 
specialty shop, 220 N. Charles Street, 
local exclusive retail distributors for 
Winkelman women’s shoes, has opened 
a new shoe salon, which makes it one 
of the most distinctive shops of its 
kind in this city. 

During the formal opening of this 
new shoe salon, V. Larry Fox, designer 
for the Winkelman custom hand-made 
shoes spent the entire week in the shop 
assisting the store’s shoe patrons in 
selecting footwear most becoming to 
their individual needs. 





A. E. Kresensky Opens 
Women's Shop 


ALGONA, Iowa—A. E. Kresensky has 
opened an exclusive women’s shoe and 
hosiery store here in the location for- 
merly occupied by the Halecek radio 
and music store on State Street. Mr. 
Kresensky has been manager of the 
Goeders Co. shoe department for the 
past 23 years and is an experienced 
shoe man. 





Sails on Hindenburg 


MILWAUKEE, WIs.—Helmuth Thiele, 
owner of the Thiele Tanning Co. here, 
was a passenger on the new German 
Zeppelin Hindenburg on its second voy- 
age from the United States to Germany. 
Mr. Thiele was the first Milwaukeean 
to make the trip on the aircraft and is 
visiting relatives in Frankfurt, Ger- 
many. 
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Expect Big Convention 
at Peoria 


PrEor1IA—The 1936 annual convention 
of shoe travelers and shoe retailers of 
Illinois, to be held at Pere Marquette 
Hotel, Peoria, June 21-23, promises to 
be the biggest state shoe convention 
held in Illinois in the last fifteen years 
and the advance reservations for sam- 
ple space have already passed all for- 
mer records. 


























C. A. SWANAGAN 


Merchants interested in modernizing 
their stores will find several miniature 
store fronts, also plans by Pittsburgh 
Plate Glass Company. 

The activities will start with a golf 
match — the retailers challenging the 
travelers—Carl Kramp and Al Himtz 
vs. John Gow and Jimmie Major. This 
match is scheduled for 10 a. m. Sunday. 
The luncheon on Monday will be opened 
by the chairman, C. A. Swanagan, for 
the shoe travelers. Addresses will be 
given by Mel R. Cranshaw of Interna- 
tional Shoe Co., St. Louis, Mo., on chil- 
dren’s shoes; George Musebeck of 
Musebeck Shoe Co., Danville, Ill., on 
health shoes; George Hutchins of Free- 
man Shoe Corp., Beloit, Wis., on mer- 
chandising men’s shoes; Carl Kramp 
of Springfield, Ill., on women’s style 
shoes. 

The banquet on Monday night will be 
the big affair of the convention. An 
address will be made by Charles F. 
Eichenhauer, publisher of the Quincy, 
Ill., newspaper. Following this, Jimmie 
Trimble, entertainer, will present his 
one man circus. 





M. S. Block Heads 
Merchants Assn. 


INDIANAPOLIS, IND.—Meyer S. Block, 
president of the Wm. H. Block Co., was 
elected president of the Indianapolis 
Merchants Association at the annual di- 
rectors’ meeting May 26 in the associa- 
tion offices in the Illinois building. 











There are hundreds 
of “arch” lines, but 
there is only one 
genuine Arch Pre- 
server Shoe for Men 
THE WRIGHT ARCH 
PRESERVER SHOE 


the first and still the 





leading arch-type 
feature shoe among 
dealers, doctors and 
the general public. It 
is made EXCLUSIVELY 
by E.T. Wright & Co., 


Inc., of Rockland, 


Massachusetts. 













CD 
ARCH PRESERVER 


SHOES 


FOR 
MEN 











INTO THE 
PICTURE 


Dr. Scholl’s 
Foot Comfort Week 


June 6tol3 


HE biggest adver- 
tising campaign of 
its kind will create a tre- 
mendous demand for Dr. 
Scholl’s FOOT COM- 
FORT Appliances and 























Remedies. Be prepared 
to meet this demand. 





To Merchandise Hosiery 


BurraLo — Harold Hecht has been 
appointed hosiery merchandise man- 
ager for the Wm. Hengerer Co., suc- 
ceeding Donald Goode, who has been 
acting in this capacity for several 
months, it was announced by J. Ed- 
ward Davidson, president of the store. 
Mr. Hecht who is now a merchandise 
manager for G. Fox & Co., Inc., of 
Hartford, Conn., will assume his new 
duties about June 15. Mr. Goode will 
return to the New York offices of the 
Associated Dry Goods Corp., of which 
the Hengerer store is a unit. Mr. 
Davidson, former executive vice-presi- 
dent of R. H. Macy & Co., of New 
York, recently assumed the presidency 
of the Wm. Hengerer Co., succeeding 
Prentis T. Burtis. 





Enlarges Shoe Department 


MANCHESTER, N. H.—A greatly en- 
larged shoe department has been made 
by the Leavitt Co., department store, in 
their remodeling and modernizing of 
their basement, where the department 
is located. New lighting fixtures, mod- 
ern flooring and an attractive deco- 
rative scheme of cream and light green 
all make the new basement a credit to 
the store management. 

The shoe department features men’s, 
women’s and children’s shoes, accord- 
ing to Samuel P. Bronstein, manager 
of the basement departments. 
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Mexican Sandals 


Popular on Coast 





Senorita Isabel Alcatera, a California-born Spanish girl who is a salesgirl in the "Mexican 
Shop," wearing a pair of the rope sole sandals and showing another pair to two Emporium 
customers on the roof of the store during the recent Fiesta Week. 


SAN FRANCISCO, CAL.—Sandals made 
by native Mexican artisans are enjoy- 
ing increased popularity among Cali- 
fornia women this year for beach wear. 
The Emporium in San Francisco main- 
tains a “Mexican Shop” on the fourth 
floor of the store, in which many color- 


"ful articles of Mexican-made clothing 


are sold in a native setting. Among the 
items that are popular in this shop are 
sandals made with a rope sole and 
woven cotton uppers, comfortable for 
beach wear and possessing long-wearing 
qualities. Also finding favor are the 
native-made woven leather sandals or 
huaraches. 





Border Retailers Expect 
Increased Canadian Trade 


BuFFraLo, N. Y.—Increased purchases 
of shoes by Canadian residents along 
the international border are forecast as 
the result of the new customs act which 
allows residents of the Dominion free 
importation of $100 merchandise pur- 
chases for their personal use. Already 
local retailers are planning campaigns 
to take advantage of this new feature 
of the reciprocal trade treaty between 
Canada and the United States through 
direct mail appeals to residents along 
the border. 

Newspapers published in Toronto, 
Hamilton, St. Catharine and other 
Canadian border cities have refused to 
accept display advertisements of local 
stores to acquaint Canadian shoppers 
with detailed provisions of the new cus- 
toms regulations. Shoe retailers say 
this was to be expected because of a 
desire on the part of Canadian pub- 
lishers to protect their own retailers 
from this new type of foreign competi- 
tion. 

The Wm. Hengerer Co. is compiling a 
list of 10,000 Canadian residents along 
the border owning popular or higher- 
priced automobiles and this list will be 
made the basis for an initial direct mail 
campaign to spotlight footwear which 
costs considerably more in Canada. 


Other retailers are adopting similar 
plans and before the opening of the 
Fall season it is expected a large vol- 
ume of shoe business will be done with 
Canadian residents. 

For many years the United States 
has allowed free importation of $100 
merchandise purchases made in Canada 
but the Dominion Government has re- 
fused this privilege to its citizens. Un- 
der the new customs act, however, the 
privilege has been granted and shoe 
retailers are making a strong play for 
this extra business. 





Promoted to Manager 


SEATTLE, WASH. — Claude Carlson, 
who has been assistant manager of the 
Feltman-Curme Shoe Store of this city, 
has been promoted to manager of the 
Feltman-Curme Shoe Store at 1129 
Broadway, Tacoma. His exceptional 
shoe sales work and demonstration of 
executive ability has led to enlargement 
of his responsibilities and advancement 
to the full management of this store 
in Tacoma. 

Walter W. Anderson, whose position 
he takes in Tacoma, has been promoted 
from management of the Tacoma store, 
which position he has admirably filled 
during the past six years, to the larger 
post as manager of the Portland, Ore., 
store of the Feltman-Curme chain in 
the Pacific Northwest. 





ih NR, 
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An Old Store Goes Modern 


AWAY back in the days when grandma and grandpa 
were little tots, the horse-and-buggy age, the period of 
high top shoes, tightly corseted waists, voluminous 
skirts, and leg-of-mutton sleeves—to be exact, in the 
year 1868—there was established in Charlotte, North 
Carolina, on the site of what is now the towering First 
National Bank Building, a shoe store under the name 
of Pegram & Company. 























Interior of modernized shoe salon of Gilmer-Moore Company in 
Charlotte, N. C. 


This firm later became Gilreath & Company; and in 
1908 assumed the present name of Gilmer-Moore Com- 
pany. The location is a few doors from the original 
site, but still within a half block of the center of town, 
known as “The Square.” 

A few weeks ago this establishment was just another 
shoe store, as far as interior appearance and furnishings 
were concerned. The ceiling and walls showed age; 
the shelving projected beyond the line of the walls; on 
each side of the store was a row of heavy, hard, very 
plain wooden chairs; in front of each row was a some- 
what dingy green floor runner; in the central space 
between the rows there were radiators, showcases, a 
kind of shoulder-high partition, and a display table 
loaded with luggage. The office in the rear contributed 
nothing of attractiveness. The lighting was unsatis- 
factory. 

But today the Gilmer-Moore store is one of the most 
attractive footwear salons in the South. There has been 
a complete transformation. A double wall has been 
constructed with inset shelving on a line with the inner 
wall, bordered and divided by elegant panel work. The 
central space has been cleared of all showcases, fixtures, 
and so forth. The entire floor is covered with a heavy 
plush carpet in blocked design of a two-tone brown 

scheme. Along each side is a line of modernistic, chro- 
mium plated, metal chairs upholstered in leather, one 
row being in brown and the other in ivory. The office 
[TURN TO PAGE 67, PLEASE] 
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Kawneer Store 
Frontin Chicago 





loctiin. 


THE KAWNEER BOOK OF STORE 
FRONTS TELLS YOU HOW TO 
GET RESULTS FROM TODAY’S 
CUSTOMERS! 


%* Times have changed. People have 
changed. And the merchant who 
would increase sales must appeal to 
prospective purchasers with all the 
proved power of BETTER DESIGN. 


S8PAGES—HUNDREDS OF PICTURES 


The Kawneer Book of Store Fronts 
shows what merchants all over the 
world have done to boost profits. 
Write for your copy today. Then 
consult your architect and Kawneer 
distributor for a new store front ex-: 
actly suited to YOUR needs. 

THE KAWNEER CO., NILES, MICH. 


CONCEALED AWNING BAR 


FOR YOUR Fee 






I The Kawneer Company 
Niles, Michigan 
Please send my copy of The Kawneer Book of Store Fronts, 








I without any obligation on my part. } 
I NAME sé 61 
| ADDRESS ities 
J we 
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Kawneer 


RUSTLESS METAL 














_ STORE FRONTS 
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WHERE 
TO 
BUY 


8 Te 


Children's Footwear 


ind 





MRS. DAY'S IDEAL BABY SHOES 
Infants’ Soft Soles.. 0-3 
Intermediates ...... 1-5 
Flexible Hard Soles. 2-8 
Send for In-Stock 
Catalog 
MRS. DAY'S IDEAL BABY 


Locust St. Danvers, Mass, 











IN-STOCK 
Branded or Unbranded 


NAHM-0-PEDIC 


Style 317—8/2—12 
Bic.0. Tan Etke-$1.75 


Style 417—12'/2—3 
“C.D. Tan Elk—$2.00 


‘Biccp. White Elk 
—$1.75 
Style 457—1)2'.—3 
B.C.D. White Elk 
—$2.00 


Elk 


A new NAHM-O-PEDIC shoe. Built over new 
lasts and patterns scientifically correct along most 
modern lines. 


NAHM BROS. SHOE MFG. CO. 
Swanson & Ritner Sts., Philadelphia 











O66 hE 6 ee PP 


Carton Labels 


OO 6 6 OP 


LABELS 


me to the firm where the better ca 


"Che Label makes the ?. 
TOLMAN-DAVIDSON ADVERTISING PRESS, In« 


113 Lincoln Street Boston, Mass 





Wisconsin Employment Gains 


MILWAUKEE, WIs.—Increased em- 
ployment in Milwaukee and Wisconsin 
is reflected in a decline in persons on 
relief here with the sharpest drop in the 
relief load recorded in April in the last 
six months. At the beginning of April 
there were 61,672 persons on relief and 
at the end of the month the total had 
dropped to 55,487. 

In Wisconsin between March 15 and 
April 15, employment increased 0.7 per 
cent and corresponding payrolls in- 
creased 0.3 per cent. State industrial 
commission figures showed factory em- 
ployment to be ‘4.9 per cent and pay- 
rolls 13.5 per cent greater April, 1936, 
than in the same month of 1935. 

The upward trend in factory wages 
is shown by the steady climb in aver- 
ages from $13.68 in 1933 to $17.44 in 
1934 and $20.15 last year. Shoe fac- 
tories are listed among those contribut- 
ing to these improved figures. 
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B. P. Marble New General 


Manager 


BrockToN, MAss. Bradford P. 
Marble, who has specialized for several 
years in shoe advertising and printing, 
has become associated with M. B. Claff 
& Sons, Inc., as general manager of the 
Printing Division. For this company, 


BRADFORD P. MARBLE 


which manufactures shoe cartons under 
the name of “Claffbox,” he will devote 
all his time to the direction of carton 
styling, label and wrap designing and 
printing plant production. Both of the 
Ciaff plants, here and in Randolph, are 
now operating continuously. 

The printing division services shoe 
manufacturers, merchants, wholesalers 
and other carton manufacturers. Addi- 
tional equipment recently installed is of 
the newest and most efficient type. 

The company was founded in 1898 by 
the late M. B. Claff. Its administrative 
personnel includes C. Lloyd Claff, presi- 
dent and treasurer; Chester E. Claff, 
sales director; and Leslie A. Claff, gen- 
eral manager of production. The di- 
rectors include the above and Mrs. 
Mary B. Claff. 


New Shoe Company Formed 


DETROIT, Micu.—The Luman Shoe 
Co. has been formed, and has opened 
a new store at 3419-3421 West Grand 
River Avenue. The store opened with 
a line of low-priced women’s and chil- 
dren’s shoes. A complete line of men’s 
shoes will be added a little later, ac- 
cording to Mr. Luman. Mr. Luman is 
a newcomer to the shoe business, hav- 
ing formerly been in the malt field. 

The store is located in the Grand- 
Trumbull Market, a leading neighbor- 
hood shopping center, in a section of 
the city which has very few shoe 
stores at present. A stock of some 
4,000 pairs of shoes is being carried 
right from the start. 


1936 


STEP 


INTO THE 
PICTURE 


Dr. Scholl’s 
Foot Comfort Week 


June 6to13 


ILLIONS will be 

told to step into 

foot relief. The demand 
for Dr. Scholl’s Foot 
Comfort Appliances and 
Remedies will be the 
greatest in our one-third 
of a century in business. 
Cash in; fill this demand. 








Brown Shoe Earnings 


St. Louis—Earnings of Brown Shoe 
Co. for the first six months ended 
April 30, 1936, amounted to $230,958.97 
and are equivalent to $0.93 per share 
on the common stock. Earnings for 
the corresponding six months’ period 
of the preceding year, ending April 
30, 1935, equaled $1.53 per share. 

The earnings for the current six 
months are after deducting interest 
on the debentures, $72,000; earnings 
for the six months a year ago were 
before deducting dividends on the pre- 
ferred stock, $110,516. 

The working capital of the com- 
pany, $12,761,244, is the highest in its 
history, with a ratio of better than 19 
to 1, according to the semi-annual 
statement of the company. 


W. L. Longdon Heads Ad Club 


BROCKTON, Mass.—William L. Long- 
don, of the firm of Stone and Longdon, 
was elected president at the. recent an- 
nual meeting of the Old Colony Adver- 
tising Club. Eben F. Tilden, Jr., pur- 
chasing agent for the Thompson Bros. 
Shoe Co., was elected secretary; and 
Arthur D. Knight, vice-president. The 
feature of the meeting, held at the 
Walk-Over Club, was an address by 
Oscar Horton, well known leather man 
and treasurer of the Boston Bees, who 
discussed big league baseball as a busi- 
ness and a sport. 
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Obituaries 
Adolph Finkler 


MILWAUKEE, WIs.—Adolph Finkler, 
68, secretary-treasurer of Albert 
Trostel & Sons Co. and widely known 
tannery official, died May 28 at his 
home here following six months’ illness 
of heart disease. In addition to his posi- 
tion with the Trostel firm, Mr. Finkler 
was a director of the Western Leather 
Co. and the Trostel Hide & Leather Co. 

Mr. Finkler was born in Augsburg, 
Germany, where his father, the late Col. 
William Finkler, a Milwaukeean, was 
American consul. For a number of 
years he was an architect in Chicago, 
where he married Miss Ida Trostel in 
1894. Three years later he entered the 
Trostel tannery here. 

He was promoted to secretary of the 
firm in 1909 and to secretary-treasurer 
in 1932. His ability to successfully 
manage leather plants made him inter- 
nationally known in the tannery field. 
In Milwaukee he was recognized as a 
patron of the arts, while his hobby was 
a 250-acre farm at Pine lake. 

Besides his widow, Mr. Finkler is 
survived by a son, Albert T., and a 


daughter, Mrs. Louis R. Bunde. 


Charles T. Foreman 


INDIANAPOLIS, IND. — Charles T. 
Foreman, 65 years old, died Monday 
afternoon in the Methodist Hospital 
here, after an illness of six months. 
He had been engaged as a traveling 
shoe salesman in Indiana for 40 years, 
and made many friends in the retail 
shoe trade. His last position was with 
the John Pillinger Shoe Co., but he 
had traveled for Ideal Shoe Co., and 
Nunn & Bush Shoe Co. He was a 
member of the Indiana Shoe Travelers 
and the Modern Woodmen. 

Burial took place in Crown Hill 
Cemetery on Wednesday and funeral 
services were held at the Flanner & 
Buchanan mortuary. He is survived 
by his widow, Mrs. Nora Foreman, one 
daughter, two sisters and three grand- 
children. 


Eugene V. Mulroney 


EMMETSBURG, IowaA—Eugene V. Mul- 
roney, 47, proprietor of the Gene 
Mulroney’s Bootery, died recently in 
the Palo Alto hospital here, following 
an operation. 

Mr. Mulroney bought the shoe store 
from the late J. H. Knoblauch in 1922 
and had operated it ever since. He 
served two years overseas and came 
back here to the community, where he 
was born, following the war. He was 
active in both the American Legion 
and Veterans of Foreign wars and was 
keenly interested in politics and ath- 
letics. He was a popular business man 
in the city and county and his death 
was a blow to the community. The 
American Legion and veterans of For- 
eign Wars gave him a military funeral. 
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John H. Lively 


Des Moines, IowA—John Hood 
Lively, 72, of 4314 University Avenue, 
died May 23 of a stroke. 

Mr, Lively had been a shoe salesman 
in Iowa the last 23 years. He is 
survived by his widow, a son, John 
Lively, of California, and a daughter, 
Mrs. W. T. Carr, of Des Moines. He 
was buried in Glendale cemetery here. 





Edward F. Pautsch 


WEsT BEND, Wis. — Edward F. 
Pautsch, 57, for the past 14 years pro- 
prietor of a retail shoe store here, died 
May 23 of a heart attack. Before en- 
tering the retail shoe business, Mr. 
Pautsch was a foreman for the Weyen- 
berg Shoe Manufacturing Co., in Mil- 
waukee, for many years. He is sur- 
vived by his wife and a daughter. 





Gottlieb Gisin 
Superior, Wis.—Gottlieb Gisin, 80, 


retired shoe dealer, died at his home 
here May 17, following a brief illness. 
Mr. Gisin operated a shoe store in Su- 
perior for 30 years, retiring in 1929. 
He is survived by two daughters and 
two sons. 





Bids Placed for Police 


and Firemen's Shoes 


MONTREAL, CANADA—The first call 
issued by the City Council in some 
years for tenders for supplying police 
and firemen’s shoes drew bids from five 
different shoe firms recently. 

The city advertised for 2600 pairs of 
constables’ shoes, 300 pairs for officers, 
100 pairs for firemen and 10 pairs for 
fire department officers. The tenders re- 
ceived by the Executive Committee were 
as follows: Dupuis & Freres, constables’ 
shoes, $3.39 per pair; police officers, 
$3.48 per pair; firemen’s shoes, $3.34; 
firemen officers’, $3.44 per pair; Eagle 
Shoe Company, $3.40, $3.50, $3.35 and 
$3.45 respectively; Daoust-Lalonde, 
$3.58, $3.88, $3.58, no bid for fire of- 
ficers’ shoes; Dufresne & Locke, $3.65, 
$3.85, $3.55 and $3.75; Tetreault Shoe, 
$3.94, $4.28, $3.84 and $4.28 with 12 
cents knocked off each pair for rubber 
heels in place of leather. 

The bids were sent to the city clerk’s 
office where they will be open to inspec- 
tion for a week, when they will go to 
the stores department for study and 
report back to the administration. 


New Shoes for Old 


SEATTLE, WASH.—An unusual theft 
occurred at the Edwin Clapp Shoe Store 
here the other day. While a clerk at 
the establishment at 1324 Fourth Ave- 
nue looked for “something else,” the 
male customer with a new pair of black 
oxfords walked out on him and left his 
old soes in exchange. 
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NOW 
There’s money 


in COMFORT 
SHOES 





If you're looking for new avenues 
of profit, don’t overlook the day- 
in-and-day-out turnover possibil- 
ities of KUSH-IN-EZE Turns. 
Many new styles widen their 
appeal. Built-in comfort features, 
steel arches and leather linings in 
all styles assure satisfaction. 


Dealers order direct from Catalog 
36, and effect many savings. May 
we send details? 





No. 561—Black Kid blucher tie; 56 
last; gray kid lined; French corded; 14/8 
heel; rubber top-lift; A to E $2.40. 


No. 563—Same in white kid. 
AAA-EEE .. .23 to 9... every style 
necessary to a complete comfort shoe 
stock. To retail $3.25 to $4.00. 


VAUGHAN 
TOWLE 


COM PANY 
DIV. OF L.B-EVANS'SON CO 
WAKEFIELD 


MASS 











EO FF EF ET ET OO 


Ski Boots 


EO 6 EF OP EF EP EI EO 


X see America’s Biggest Line* 


SKI BOOTS 


to retail 
from $4 
to $10 


Apvance orders from key 
retailers promise another sensa- 
tional season for our new lasts 
and styles. Salesman will call 
by appointment. 


At Boston Shoe Fair, Room 4384 


A. SANDLER CO. 


200 Essex Street, Boston 


* 


SO Fe Ee 


Women's Shoes 


Oe 


Modern Turn Shoes That Fit 
ures WILL NOT GAP 

Ruby Kid New “SHORT BACK” Last 
In Stock 30 STYLES Send for 


Ato EE 1 
$240 N STOCK catalog 6 


LUMBARD SHOE CO 


OOO AAT Oe 


Riding Boots 











BOOT AND SHOE RECORDER, June 6, 


1936 


On the Road With Shoes 


News of Travelers and Associations 


Makes First Southern Trip 


PorTSMOUTH, OHIO—Jack Cunning- 
ham recently visited the home office of 
his company, Orthopedic Shoes, Inc., for 
the first time since last November. Mr. 
Cunningham made this, his first south- 
ern trip for his company, in connection 
with the wholesale interests of Ortho- 
pedic Shoes, Inc. 


JACK CUNNINGHAM 


Mr. Cunningham was formerly in 
charge of merchandising the eastern di- 
vision of the Orthopedic Shoe Stores 
Co., Inc., distributors of Ground Grip- 
per, Cantilever, and Physical Culture 
shoes. 

His previous long experience with 
this company includes the supervision 
of their retail outlets in the East, to 
which position he had been appointed 
as the result of his work in various 
Ground Gripper and Cantilever stores 
where he had served as manager. 


Q. Q. and D. D. Sales Staff 


St. Louis, Mo.—The Queen Quality- 
Dorothy Dodd lines for Fall show fur- 
ther development in the trend toward 
even higher style. New equipment, 
wider variety of color and material 
are much in evidence. Thomas F. 
Byrnes, Jr., sales manager, and Wil- 
liam P. Byrnes, merchandising man- 
ager, direct the Queen Quality-Dorothy 
Dodd Division of International, which 
has shown a splendid growth during 
the past few seasons. 

Following is a list of the sales force, 
including their territories: 

Charles E. Joss—Maine, New Hamp- 
shire, Massachusetts, Rhode Island and 
Connecticut. 

Charles H. Foss—Upper New York 


State, Vermont, Montreal, Toronto, 
Ottawa. 

W. C. Cleveland—Pennsylvania and 
western Maryland. 

F. B. Hehl—Lower New York, Long 
Island, New Jersey, Delaware, eastern 
Maryland. 

George A. Brown — Southeastern 
states, Virginia to Louisiana. 

L. D. Mazur—Indiana, southern II- 
linois, Ohio (excepting Lake Cities), 
Kentucky, Tennessee. 

Charles R. Drummond — Michigan, 
northern Ohio, West Virginia. 

John S. Byrnes—Kansas, Nebraska, 
Missouri and Colorado. 

R. E. Byrnes—Kansas, Nebraska, 
Missouri, Colorado. 

E. C. Keleher—Texas, 
western Louisiana, Arkansas, 
Mexico. 

J. S. Luke — California, 
Arizona. 

J. H. Chapman—Northern Illino‘s, 
southern Wisconsin, Iowa and Lake 
County, Indiana. 


Oklahoma, 
New 


Nevada, 


John Laughlin with Independent 


St. Louis, Mo.—John Laughlin has 
recently become associated in a sales 
capacity, with the Independent Shoe 


JOHN LAUGHLIN 


Manufacturers, a subsidiary of the 
Hamilton-Brown Shoe Company, also 
of St. Louis. 

Mr. Laughlin will cover the large 
mid-western cities with his new line. 


Nick Schorn Sales Staff 


Detroit, MicH.—The sales set-up of 
N. J. Schorn & Co. (successors to 
Carl E. Schmidt & Co.) has been com- 
pleted with D. V. Grieshammer, vice- 
president in charge of sales; H. B. Al- 













tenderfer, vice-president in charge of 
Pennsylvania and southeastern states; 
John Greenberg, vice-president in 
charge of the New England territory; 
Joseph S. Salomon sales manager for 
New York State, Jos. K. Reynolds Co. 
for Illinois, Wisconsin, Minnesota and 
Iowa and Fred A. Lyons for Missouri, 
etc. 





Big "K"' Salesmen Meet 


CINCINNATI—Salesmen of The Big 
“K” Shoe Mfg. Co. left for their terri- 
tories last week after a sales meeting. 
At this meeting H. Kirchanblatt intro- 
duced to the salesmen a new line of 
Arch Type shoes, to be known as the 
“Foot Rejuvenator” line. The shoes 
have been made on new lasts and pat- 
terns. 

M. Kirchanblatt, son of the presi- 
dent, covers Ohio and Pennsylvania. 
Dave Wolf covers the entire South, in- 
cluding Texas. Ben Israel covers In- 
diana and Michigan. Ed Doran covers 
Missouri and Illinois. 

In addition to this new line, The 
Big “K” Shoe Mfg. Co. makes shoes 
under the names of Arch Rejuvenator 
and Nurse Rejuvenator. 





Fred Frank Takes Hagerty Line 


WASHINGTON CourT House, OHIO— 
Fred Frank, who for the past 12 years 
has been the Ohio representative for 
the Simplex Shoe Mfg. Co. of Mil- 
waukee, has joined the sales staff of the 
P. Hagerty Shoe Company of Washing- 
ton Court House. 

Mr. Frank will be a special repre- 
sentative of the P. Hagerty Shoe Com- 
pany covering the states of Ohio, Penn- 
sylvania and others in the East. 





George N. Levy With Belleville 


NEWBURYPORT, MAss. — George N. 
Levy, former president of the late 
Witherell & Dobbins Co., is now asso- 
ciated with the Belleville Shoe Corpora- 
tion of Newburyport, Mass. This firm, 
the former Dodge, Bliss & Perry Co., is 
making women’s style shoes by the Del- 
mac stitched process. 





Gets Increased Territory 


Sidney Horowitz, president of the 
Philadelphia Shoe Travelers’ Associa- 
tion and salesman for the Gale Shoe 
Manufacturing Company of North 
Adams, Mass., who covers Eastern 
Pennsylvania, Delaware, Maryand and 
Washington, D. C., for the above 
named concern, has been assigned in 
addition the entire Philadelphia dis- 
trict. 


John Mardt Convalesces 


INDIANAPOLIS, IND.—John Mardt, 





traveling salesman for Nutz & Gross- 
kopf, this city, is confined in the Meth- 
odist Hospital here after a major opera- 
tion. His condition, however, is very 
favorable. 
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Indiana Travelers to Attend 


Ohio Convention 


INDIANAPOLIS, IND.—A delegation of 
twenty members of the Indiana Shoe 
Travelers Association will attend the 
Ohio Shoe Convention, June 14, 15, 16, 
in the Netherlands-Plaza Hotel, Cincin- 
nati, Ohio, according to Charles I. Slip- 
her, president of the Indiana organiza- 
tion. 


E. C. Smeltzer Visits the East 


INDIANAPOLIS, IND.—E. C. Smeltzer, 
secretary-treasurer, Indiana Shoe Trav- 
elers Association, is in the East for a 
two weeks’ vacation. He will visit the 
national headquarters in Boston and 
the Dainty-Maid Slipper, Inc., plant in 
Brooklyn before returning to In- 
dianapolis. 








Saddle Tan Best Summer Color 


DALLAS, TEX.—“Saddle tan is the best 
selling shoe color of the season with 
us,” said Bert Eastman, shoe buyer of 
Neiman-Marcus Co., Dallas, Tex. “So 
far as we’re concerned, color is having 
a riotous time this Summer. We’re fea- 
turing colors instead of white, for white 
will sell itself. If you sell a customer 
a white pair of shoes, she can manage 
without colored ones. If you sell her a 
pair in colors, she naturally buys white 
as an afterthought. Consequently, 
we’re not even talking white!” 

Second best selling color, as rated by 
Mr. Eastman, who has made his own 
customer survey on the subject, is blue. 
Green is third. Yellow is fourth with 
red and purple following in direct 
order. 

“We call these cactus colors,” said 
Mr. Eastman. “They are our shoe tie- 
up with the Texas Centennial Exposi- 
tion, and are in Cramooz-Kid matched 
to our glove colors. As a matter of 
fact, each color is selling especially 
well—and in shoes over $12. 

“Another new idea which we have 
just introduced here and which is al- 
ready pleasing us in immediate results 
is our sandal of hand-woven Guate- 
malan head-bands. Edward Marcus 
was charmed with the primitive color- 
ings in these head-bands which the na- 
tive women wear, and brought back a 
quantity of them during a recent visit. 
We have had them made into sandals.” 





Loeb, Inc., Add Women's 
Shoe Lounge 


MERIDIAN, Miss.—Alex. Loeb, Inc., 
have added a Ladies’ Shoe Lounge to 
their establishment in this city. The 
new department adjoins the men’s and 
boys’ shoe department on the first floor 
and women’s high-grade footwear wil! 
be stocked. 

The new department is under the 
supervision of John L. Castle, who has 
been connected with the firm for 18 
years in the capacity of manager and 
buyer in the men’s shoe department. 





STEP | 


INTO THE 
PICTURE 


Dr. Scholl’s 
Foot Comfort Week 


June 6tol3 


HE most exten- 

sively advertised 
event of its kind—it is 
certain to send a large 
amount of business to 
you ... provided you tie 
in to the fullest extent. 
This is a reminder for 
you to do so. 









Appointed Merchandise 
Manager for Shoes 


CINCINNATI, OHIO—E. C. Eichel- 
berger has been made merchandise 
manager of all of the shoe depart- 
ments of Smith Kasson, Inc., of this 
city. Mr. Eichelberger has held vari- 
ous responsible positions in the shoe 
field and recently resigned as general 
manager of the Shumaker Shoe Co. 
of Akron, Ohio, with whom he was 
connected for three and a half years. 

Assisting Mr. Eichelberger in the 
buying of shoes are: A. G. Felker, 
women’s shoes; William Steinhardt, 
growing girls’, boys’ and children’s 
shoes; Taylor Barbee, men’s shoes; 
W. H. Hawkes, basement shoes, and 
D. W. Thompson, in charge of the Dr. 
Locke shoe department. 


Plan Erection of Tannery 


JACKSONVILLE, FLA.—Plans are being 
made for the erection of a hide-pre- 
paring plant to be built by M. M. Mon- 
roe and J. C. Hamon, of Waycross, Ga., 
who will receive hides from all sections 
of the southeast. They are confident 
that this city is a logical place for the 
scene of their future operations, be- 
cause of the growth of the south which 
has been forging ahead rapidly despite 
the depression during the past several 
years. 
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Riding Boots 


LARGEST 
BOOT STOCK 


in America 
Domestic and Imported 
For Immediate Delivery 


Men’s, Women’s, Children’s 
Boots for Riding 
Field, Hunting, Aviation 
Also Jodhpurs & Jodgores 


Complete Catalog 
R-7 on Request 


, COLT CROMWELL CO. 
1239 Broadway 
New York City 
524 Santa Fe Bidg. 
Dallas, Texas 
840 So. Los Angeles St. 
Los Angeles, Calif. 











LARGEST FLOOR STOCK 
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Army Boot Bid Awarded 


Boston, Mass.—The U. S. Quarter- 
master at Boston has awarded a con- 
tract for making 70,562 pairs of army 
boots to the Joseph M. Herman Shoe 
Co. of Millis, Mass., at $3.80 a pair. 

The boots are to be of the high lace 
type, for mounted men. 
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Dunbar Appoints Style Director 


St. Louris, Mo.—Herbert J. Dunbar, 
president of Dunbar & Sons, Inc., an- 
nounces the appointment of Virginia 


VIRGINIA SMITH 


Smith as style director of women’s shoe 
fashions in connection with the com- 
pany’s pattern service. Miss Smith was 
formerly with Jinéd Shoe Fashions. 


Soviet Confines Reindeer 
Skin Sales to One Tannery 


New York — The Soviet Commis- 
sariat for Export Trade have recently 
ratified an agreement to confine to the 
Tannerie Moderne de Pomponne, Paris, 
France, the exclusive sale for all coun- 
tries the entire output of Russian 
reindeer skins. 

Tanning and finishing of all Russian 
reindeer skins will henceforth be done 
at the Tannerie Moderne de Pomponne, 
Paris. 

J. Einstein, Inc., One Park Avenue, 
New York, are sole distributors of Tan- 
nerie Moderne de Pomponne in North 
America. 


Separate Department 
Increases Sales 


COLORADO SPRINGS, CoLo.—A_ sepa- 
rate children’s department set off from 
the rest of the store by small parti- 
tions extending out a few feet from the 
side walls and at right angles to them, 
and by a Neon sign, is increasing sales 
and improving selling efficiency at the 
Vorhes Shoe Co. 

The new section was introduced on 
a Saturday by giving away inexpen- 
sive toys to all children visiting the 
store. The plan is to repeat the gift 
idea on other Saturdays from time to 
time. 

“As a feeder for adult business, the 
children’s trade is mighty well worth 
having,” says advertising manager 
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Frank Little. “And a definitely estab- 
lished department certainly does help 
to attract this trade. Another advan- 
tage of the arrangement is the fact 
that people buying children’s shoes 
know where to go. Before, we were 
always having to move them from 
the front of the store, where they 
would almost invariably sit down, to 
the back where the stock is located.” 


Boys and Girls to Help 


Boost Sales 


SEATTLE, WASH.—A Summer contest 
for boys and girls was staged late in 
May by Gallen Kamp’s shoe stores of 
Seattle. Prizes for the youngsters, 
who will use up their vacation period 
working for them, fill the windows of 
the stores at 1423 Third Avenue, and 
at 1529 Fourth Avenue. There are bi- 
cycles and dolls, watches, skates, flash- 
lights, and hosts of other articles which 
will boost the volume of sales for the 
two yellow-front stores which identify 
Gallen Kamp’s in the downtown district. 

There are a number of special events 
and special merchandising days that 
will be highlighted during the Summer 
season. These will be at frequent inter- 
vals before the contest formally closes 
with the end of August. Such days, 
designed to boost business, are Double 
Vote Days, Old Shoe Days, Canned Days 
and Registration Days. 


Orthopedic Store Opened 


TacoMa, WASH.—Decorated in pastel 
tones, the new store of Stewart’s Or- 
thopedic Shoe Store has just been for- 
mally opened. This modern home is 
at 744 S. Helens Avenue, in the ground 
floor of the Medical Arts Building, sev- 
eral doors north of the former location. 
Increased sales and rapid growth of 
this shoe business led to expansion 
into the new and modern quarters, ac- 
cording to Iral Stewart, owner. C. E. 
Niles, however, who has been manager 
of Stewart’s Orthopedic Shoe Store for 
the last two years, will be in charge of 
the new store, where he will maintain 
a complete foot health and fitting ser- 
vice. Lustrous broadloom carpets, mod- 
ernistic tile linoleum, semi-direct light- 
ing and individually upholstered chairs 
are among the outstanding features of 
the new shoe store that marks a mile- 
stone of progress for Stewart and Niles 
in this Puget Sound community. 


Herbert Lehmann 
Forms New Firm 


New York—Herbert Lehmann has 
withdrawn from the firm of Jerry & 
Herbert Lehmann, Inc., and _ has 
formed a new concern to be known as 
Herbert Lehmann, Inc., with show- 
rooms and offices at the Marbridge 
Building, 47 West 34th Street. 

This has been done to enable Mr. 
Lehmann to give his undivided atten- 
tion to the shoe industry. 
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Sort STEPPERS 


Fill the demand for a flexible support which will hold the 
arches in their natural position and allow them to func- 


tion as nature intended. 
—Profitable (100% or better) — Easily installed 


Light in Weight (less than 2 oz.) 
(just 


placed in the shoe)—Soft Steppers are urgently needed 


for corrective fitting. 
a mild, resilient support under the longitudinal arch. 


Elevates the metatarsal and gives 
Does 


not change the fit of the shoe. 


LIKE WALKING ON AIR! 


Here’s an article that will build sales and bring repeat orders if sug- 


Sales people, office workers, industrial employees, 


policemen, nurses and thousands of others are prospects for Soft Step- 


pers. 


Women’s sizes 3 to 9 inclusive. 


Try a small assortment and watch them go. 


Narrow and wide. 


Men’s sizes 6 to 12 inclusive, one width only. 


SCOTT FOOT APPLIANCE CG., 


GATEWAY BLDG., OMAHA,NEBR. 


INC. 


Dealers’ Price 
$9.00 Dozen Pair 
$100.00 Gro. Pair 


Write for complete folder 


showing full line of Scott 
Foot Appliances. 





Spectacular Style Attracts 


HARTFORD, CONN.—Charles Cohen of 
the Outlet Shoe Company of Pratt 
Street, here, told of an amusing incident 
which indicates what a problem guess- 
ing the public’s reaction to a type of 
shoe is. He put in the window a dance 
pump purchased for no reason at all but 
its spectacular appeal as a magnet to 
draw prospective customers to a win- 
dow filled with real bargains and allur- 
ing models. But said public insisted 
upon buying the spectacular pump, 
which is thus described: a sandal with 
each ribbon of leather over the toes of 
a different bright hue, the back in still 
another glowing color, the heel of still 
another shade, and the strap holding it 
on of still one other. 

He also reports a good sale on the 
low, but not flat, heel slipper in six 
shades made in glove-buck and featur- 
ing the Indian flap tongue over the lac- 
ings. It is the type any college girl 
might select for the campus, for Sum- 
mer school, or for general sport wear. 


New Pittsburgh Store 


PITTSBURGH, PA.—Harry Chernew, for 
fifteen years in the retail shoe business 
here, opened a new family shoe store on 
2028 Murray Avenue, in the Squirrel 
Hill district, on May 27. The store car- 
ries in stock complete popular-priced 
lines for men, women and children. 


The formal opening days were held 
on Wednesday, Thursday and Friday of 
last week, during which free souvenirs 
were given to every customer and 
visitor. The store is equipped with 
modern fixtures and trimmings which 
make it one of the most attractive in 
the Squirrel Hill neighborhood. 





SHOE FORM CO. AT STATLER 


The Shoe Form Co. will have a com- 
plete exhibit of Fairy Forms for shoes and 
hosiery at the Boston Shoe Fair, June 8, 
9 and 10. Through an error, this announce- 
ment was omitted from the Shoe Form Co. 
advertisement in the May 30th issue. 

Sales representatives of the company will 
be on hand in Room 421 at the Hotel Statler 
to demonstrate the practicability and impor- 
tance of Shoe Forms in every type of shoe, 
whether they are manufacturers samples or on 
display in retail store windows. 





Old Shoes as Souvenirs 


BELOIT, Wis.—Bean’s Shoe Service 
placed on sale 150 pairs of old styled 
ladies’ shoes in connection with the ob- 
servance of the city’s centennial celebra- 
tion May 30, 31 and June 1. The new 
antiquated styled shoes, made by the 
John Foster Shoe Co. and others, were 
offered at 29 cents a pair and it was 
suggested that they be worn at the 
Centennial or purchased as a souvenir. 
The shoes were displayed in the store’s 
window and attracted considerable at- 


tention, resulting in some splendid pub- 
licity for the firm. 


Interest in Hand-Made Shoes 


Los ANGELES, CALIF. — Considerable 
interest in hand-made shoes is being 
had in Wetherby-Kayser men’s shoe 
store on Sixth Street, according to the 
manager A. J. Boissiere. This is com- 
ing from several classes of men, the 
ones who hold responsible positions in 
the business world, established profes- 
sional men, and those men who have 
never worn hand-made shoes, but who 
are in contact with men who do fully 
appreciate good shoes. For several 
years English-made shoes were very 
much in favor. Now there is a decided 
swing toward the American-made high 
grade types which is very gratifying. 


Daylight Saving In Dispute 


NEW ORLEANS—There will be no day- 
light saving time in New Orleans or 
any other part of the state of Louisiana 
as far as that is concerned, if State 
Senator James Brittingham has any- 
thing to do with it. In a brief, terse 
bill, Senator Brittingham in the Senate 
sought to make it prohibitive in any 
city, town or hamlet in Louisiana to 
adopt any time other than the central 
standard time which the city now oper- 
ates under. Shoe merchants played an 
important part in having the bill pre- 
sented. 
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Shoe Accessories 


BE a ee | 


EASE CALLOUSES 
WITH IDEAL 
FELT METATARSAL BUTTONS 


| 
Spesificaly shaped, they are correc- | 
e. Three sizes, small, medium, | 

| 


oe 
BN 


bw large. Also Chiropodists’ felt, 
—t and all wool. One pound papers of %”, %”, 
and %”. Also heel pads, cushions, insoles, etc. 


Security Shoe Findings Mfg. 


810 W. 73rd STREET, chicaace ILLINOIS 
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Dancing and Baseball Shoes 
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BUY A NATIONALLY KNOWN 
BRAND 


We carry everything in dancing shoes, 
also a —— line of bowling and 
baseball shoes 


Write for price list 


ROVICK THEATRICAL SHOE CO. - 
Manufacturers 
Madison St. Chicago, Ii. 














325 W. 








Good Sales on Ventilated Types 


INDIANAPOLIS, IND.—High-grade ven- 
tilated shoes have been selling un- 
usually well at Marott’s Shoe Shop, de- 
spite the adverse weather conditions. 
Many of the shoes are extreme styles 
for men well on in years. Never be- 
fore has there been so great a demand 
for high-grade footwear in ventilated 
styles, according to Arthur Brown, 
manager. 

White and brown combinations are 
second in demand, with white and black 
combinations moving slowly. Business 
has increased during the past month, 
and shows a steady and healthy gain 
over last year for the same period. 


Tannery Resumes Operations 


PeaBopy, Mass.—Winslow Bros. & 
Smith Co. are resuming the manufac- 
ture of sheep leather in their tannery 
in Peabody, which has been closed down 
for some time. 

Roger Eastman is manager. He was 
formerly in the Peabody tannery of 
Richard Young Co. 


BOOT AND SHOE 


Who Knows This Shoe? 


THE RECORDER has an inquiry from a 
well-known retail concern desiring to 
know the name of the manufacturer of 
a shoe called the “Torso Supinator.” 
We will be glad to hear from any of our 
readers who may be able to supply this 
information. 

INQUIRY DEPARTMENT 
BOOT AND SHOE RECORDER 
239 West 39th Street 
New York, N. Y. 





Shoe Department Moved; 
Sales Increase Results 


ALLENTOWN, Pa.—An increase of 
100 per cent in the second floor shoe 
department’s business at Zollinger- 
Harned Co., was achieved by S. J. Gill, 
manager, by relocating the department 
in the center of the second floor. The 
department formerly had a rear loca- 
tion and did not obtain the benefit of 
floor traffic. 

Following the relocation, a series of 
window displays were arranged by Rus- 
sell Moore, display manager, to feature 
shoe styles. Increased activity in the 
department was noticed at once. 

The department carries no shoes be- 
low $5, and has increased its volume 
rapidly despite the fact that within 
two block there are 26 main-floor shoe 
departments featuring shoes at a lower 
price than Zollinger’s second-floor de- 
partment. 


Institutional Advertising 


Detro1ir—A formal introduction to 
new Detroiters was used as an adver- 
tisement last week by R. H. Fyfe & 
Company, in the shape of a typed letter 
in the newspaper signed by President 
William T. Livingston, which discussed 
the store’s history and mentioned its 
unusual standing as the “world’s larg- 
est shoe store.” This closely tied up 
with the other important things that 
Detroit stands first in, among them, 
the Ford plant, Detroit Tigers and Joe 
Lewis. 

According to Detroit Chamber of 
Commerce figures, the city has increased 
by 300,000 population in the past six 
years, by people who have moved into 
Detroit from other parts of the coun- 
try. It was to these new prospective 
customers that Mr. Livingston’s letter 
was addressed. 


Celebrates 19th Anniversary 


New YorK—The P & S Shoe Com- 
pany, located at 91 Reade Street, cele- 
brated last month the 19th anniversary 
of its organization. This company, a 
wholesale shoe concern, was organized 
May 2, 1917, by three men who are 
still partners in the concern, Abraham 
Schwartz, Irving Pollack and Morris 
Spitzer. They carry a complete line of 
men’s and boys’ shoes, featuring 
Yankee Prince shoe for boys and E. E. 
Taylor shoes for men. 
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STEP 


INTO THE 
PICTURE 


Dr. Scholl’s 
Foot Comfort Week 


June 6tol3 


REPARE your en- 
tire store for this big 
sales building event... 
train your salespeople 
. display Dr. Scholl’s 
merchandise promi- 
nently in your window 
and inside your store. 





Trend Toward High Heels 


SAN Dreco, CAL.—A decided trend 
toward high heels, even in the all-white 
dress shoes, is being experienced in the 
Boderick Shoe Store. This is decidedly 
a surprise demand, for the more mod- 
erate and low heels have been in high 
favor until recently. Another after- 
Easter surprise is the call for dark 
shoes. Browns, black, and blues are 
selling along with the whites. White 
selling is normal, so the sales of the 
dark shoes all represent extra business. 
Fancy shoes in the top grades are mov- 
ing along much better than anticipated 
at. the start of the season, T. C. Boder- 
ick is finding. 


Wins in Salesmen's Contest 


SEATTLE, WASH.—Demonstrating not 
only his ability as a shoe salesman but 
as an expert shoe fitter, S. J. Jeffs, 
salesman par excellence at Turrell’s 
Shoe Store on Third Avenue, this city, 
was jubilant this week over his notifica- 
tion of winning second prize in a nation- 
wide contest which was conducted by a 
well-known shoe manufacturer. 

The “champ” salesman at Turrell’s 
was particularly zealous of the honor of 
winning a second national award, be- 
cause he vied against 600 entrants from 
shoe stores in 40 states, who strived to 
win in this contest. 
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i" in PHILADELPHIA 







a three generations distin- 
guished visitors to Philadelphia have preferred 
the comforts of this hotel... its noted cuisine... 
and the spirit of its service. Rates begin at $3.50. 


Air-Conditioned Restaurant 


BELLEVUE STRATFORD 


One of the few Famous Hotels in America 
CLAUDE H. BENNETT, General Manager 
Booking Offices in 


New York: 11 W. 42nd St., Longacre 5-4500 
Pittsburgh: Standard Life Building, Court 1488 
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THAT BUILDS AND 
HOLDS BUSINESS 





Here is a line that retails at the popular prices the great 
mass of men like to pay for their shoes. Nu-Matic Shoes 
are flexible, 100% nailless, correctly cushion the foot, 
and the Arch-Brace properly supports a weak arch and 
comforts the normal foot. Loyal repeat customers are a 
natural result. 

Catalog of men's and women's scientific patented Nu- 
Matics sent on request. Beware of imitations. 

SALESMEN: CHOICE TERRITORIES OPEN. 


Exclusively manufactured by Rohn Nu-Matic Shoe Mfg. Company, 
512 W. Florida St., Milwaukee, Wis. 












Note the name on the arch-brace, 
visible to your customer's eye; 
therefore, a helpful selling feature. 


Kol Mu Malic 


CUSHIONED SHOES 
























An Old Store Goes Modern 


[CONTINUED FROM PAGE 59] 


has been moved to one side of the children’s department 
in the rear. 

The back wall is of beautiful woodwork with arched 
doorways leading to the stock room and upstairs lug- 
gage department. New indirect lighting has been in- 
stalled, and from artistic chandeliers there comes a 
soft, effusive glow that completely lights the entire 
store without any shadows or disagreeable glares. In 
short, the new Gilmer-Moore store presents a delightful 
impression of modernistic completeness, inviting, com- 
fortable, and restfully spacious. 

“We have modernized our store,” stated D. H. John- 
ston, president of the company, “because it is the best 
way we can express to our customers our deep appre- 
ciation for the splendid business they have given us 
over a long period of years.” 

The officials of the Gilmer-Moore Company are: D. H. 
Johnston, president and treasurer; J. M. Griggs, vice- 
president; B. G. Furr, secretary and assistant treasurer. 

Others of the personnel are: Henry Aldridge, E. B. 
Hagler, Miss Annie Swindell, and Miss Nellie Lancaster. 

This company is exclusive Charlotte representative 
for the Selby Arch-Preserver, Tru-poise, and Styl-eez 





shoes, the E. T. Wright Arch-Preserver, Nettleton, and 
Portage shoes. 


Get the Customer's Viewpoint 


Lone Beacu, Catir.—“‘A shoe buyer needs to make 
a regular actor of himself to get the best results, 
especially if he has the responsibility of a general 
family shoe store on his back,” remarked Tom Hunter, 
of the Dobyn’s Shoe Store, Long Beach, Calif. 

“For example, when I am buying style shoes for 
women, I try to place myself in the world of our 
high-style minded patrons. This is an entirely differ- 
ent atmosphere from those customers who are mod- 
erately fashion-minded or those who have comfort as 
a first consideration. You see, we have just so much 
money to spend, so we must put it where it will 
produce the greatest amount of resultful business. 

“Some time ago we charted out just where our 
store fitted in this community. Since that time we 


have rechecked our position from time to time, and 
have always merchandised the stock accordingly. No 
one can take the arbitrary merchandising stand of ‘I 
like these shoes and will sell only this type and in 
this price range.’ It is not what we like to sell. The 
one main problem is what our patrons will buy 
from us.” 
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SALESMEN WANTED 


SALESMAN WANTED 


SHOE STORE WANTED 








SALESMEN 


to carry complete line of men’s 
spats as side line. References and 
territory covered must accompany 
application. 
Address E-772, Care 
BOOT AND SHOE RECORDER 
209 S. State Street, Chicago 








SALESMAN WANTED 


All territories East of Mississippi 
River. Strong line men’s dress 
welts to retail at $4.00, $5.00 and 
$7.50. Also smart line growing 
girls’ and ladies’ sport welts, $4.00 
and $5.00 retailers. Both lines may 
be carried as side line; straight 
commission 7%. Write immedi- 
ately, stating your present connec- 
tions and territory desired. 


Address E-801, Care 
BOOT AND SHOE RECORDER 
239 West 30th Street, New York 











INE of ladies’ cemented shoes, 36 samples, 
retail $1.95 to be carried as a side-line— 
New England, Mid-West, South Atlantic Coast 
territories open. Commission basis. William 
a & Son, 345 Eldert Street, Brooklyn, 





WANTED: Salesmen to carry line Infants’ 
Prewelts and Men’s Beach Sandals, com- 
mission basis. The Kepner Scott Shoe Co., 


Orwigsburg, Pa. 
; SALESMEN for full-time or side-line repre 


sentation, commission baste, § ine of fine 
known concern 





dressings made by nationall 
Choice territories on Pacific st, Middle West 
and Metrepolitan New York still open. 5134 
Lancaster Avenue, Philadelphia, Pa. 


SALESMEN—experienced for high-grade, fast- 
selling children’s stitchdowns for Southern 
and Western territories. Address E-784, care 
Boot & Shoe Recotder, 239 West 39th Street, 
New York, N. 








XPERIENCED SAL ESMEN to sell beauti- 

ful line of women’s novelties, sport oxfords 
and arch shoes to retail at $2-$3-$4. Must have 
experience in the following territories: Michi- 
gan, Minnesota, Wisconsin, Ohio, Indiana, Mis- 
sissippi and Alabama. Commission basis only 
until proven deserving of drawing account. 
Have established business in these states. In 
reply, give all details pertaining to good refer- 
ences. Address E-793, care Boot & Shoe Re- 
corder, 1627 Locust Street, St. Louis, Mo. 





ALESMEN WANTED: By long established 

manufacturer to carry side line of high 
grade infants’ and children’s shoes. Territory 
available——South Carolina, North Carolina, Vir- 
ginia, West Virginia, Tennessee. Established 
trade. Commission paid monthly. State age, 
experience and references in your reply. Ad- 
dress E-798, care Boot & Shoe _ 239 
West 39th Street, New York, N. 








LINE WANTED 





ANTED: Line Turns or Sbiccas. Pacific 

Coast. Can finance. Address E-777, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, 





LINE wanted for The Virginias, Maryland 

and Delaware. Snappy line of Men’s and 
Boys’ dress shoes. Well established with the 
best accounts in the above territory. At present 
representing outstanding line of juvenile shoes. 
Address E-799, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





LINE wanted for Maryland, Delaware and 
Virginias. Representative who has follow- 
ing desires smart line of women’s Novelty shoes, 
has over 100 well established accounts. Can 
furnish the best reference; also can _ finance 
self. Address E-800, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 


N. 


Grose wanted—must be on paying basis and 
carrying better grades. H. Trabold, 1165 
Fulton Ave., Bronx. 





FOR SALE 





NE HUNDRED colors of Omega Satin dyes 
with large color chart. $50.00 value for 
$22.50. A. M. Jensen Co., Walla Walla, Wash. 





MERCHANTS’ NEEDS 








$4.00 


Pouy Cup 


for Price Tickets 
$2.25 
HALF GROSS 


Tilts at Any Angle 


M. D. Pollinger Co. 
HOLLAND BLDG. 
ST. Louis mo. 





SHOWCARDS « PRICE TICKETS 
¢ BACK GROUNDS e 


LEVINE BROS. ” 








HELP WANTED 








HELP WANTED 











SALESMEN WANTED. Men to carry an 

outstanding $3.00 retail women’s arch type 
line on commission basis. Kindly give past 
experience and references. Address E-796, 
care, Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 


ANTED: Experienced shoemen to travel 

Michigan, Ohio, Iowa, Kentucky, Indiana, 
Nebraska; either men’s or general line. Ad- 
dress E-795, care Boot & Shoe Recorder, 239 
West 39th Street, New York, 1 2 
[NDIANA -OHIO and TOWA- NEBRASKA 

open to salesmen who have road selling ex- 
perience and are interested in a permanent. and 
profitable connection. State age and experience 
in first letter. Address Shu-Stiles, Inc., 1214 
Washington Ave., St. Louis, Mo. 











239 WEST 39%h STREET 





Men’s Chain Store Operator Wanted 


One of the outstanding and successful manufacturers of 
men’s shoes is interested in finding a man experienced in 
operating a chain of men’s retail shoe stores. If you are 
interested send full particulars as to experience, age, and 
nationality to 


ADDRESS E797 CARE 


BOOT & SHOE RECORDER 


NEW YORK, N. Y. 











mum charge 75 cents. 


address should be counted. 








CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 


When a box number is desired twelve words should be added for the address. In all other cases each word of the 


The rate for all display classified + san maaan is $5.00 an inch with a maximum of 45 words. 
ified advertising is payable in advance. 
i> Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Seq 
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Chain Store Efficiency 


records are made available 
to independent retailers in the , 
Recorder’s Stock Record System N 
(either in cards or book form) ) 
b 

) 

) 

5 


Samples on Request 


MERCHANT?’S SERVICE DEPT. 
209 So. State St., Chicago, Ill. 





1936 
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Smart Shoe-Store 
Combination 











No. 430-3 and No. 431 


MEKAY “Bosture-Line 
CHROME-STEEL FURNITURE 


Seat your patrons comfort- 
ably, in attractive surround- 
ings, and you'll sell more 
shoes. Modernize with McKay. 
It’s America’s Smartest 
Chrome Furniture and just 
as comfortable and economi- 
cal as it is good-looking. Write 
for new catalog. The McKay 
Company, McKay Building, 
Pittsburgh, Pa. 











WANTED TO PURCHASE 





MERCHANTS’ NEEDS 





BUSINESS OPPORTUNITY 











CASH FOR BRANDED SHOES 


Men’ 8, Women’s—Faetory or Retail 
Wanted: Red | Cross Florsheim, Arch, Preserver, 


na Jettick, etc., ‘Nunn-Bush, Bos- 
a Walk-Over, etc. 


BARIS SHOE COMPANY, Inc. 


79 READE STREET, NEW YORK 
Telephones WORTH 2-5180, 5181 








Buyers of Surplus Stocks 


We will buy surplus or entire. atteoks of shoes 
from manufacturers, jobbers 


QUANTITY NO ‘oBiecT 


KIRSCH-BLACHER CO., Inc. 
106 Duane St. New York 


Phone WOrth 2-5377 and 5378 








WE BUY 

Entire or Surplus W Wholesale and Retail 
Stocks. Also rand hoes such as 
Walk-Over, Florsheim, “Sone. Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn Bush, Etc. 

IRVIN RUBIN 

“The House of Jobs” 

89 Reade St. Cos. Church 








Phone Barclay 7-7887 New York City 











Plans Made for Co-operative 
Shoe Plant 


MarR.tBoro, Mass.—Plans were made 
to raise a fund of $50,000 to organize 
a co-operative shoe manufacturing 
plant at an open meeting held in the 
Chamber of Commerce headquarters 
here May 26. It was decided that with 
this fund and a credit rating of $25,000 
from local banks, a factory could be 
opened to employ three hundred per- 
sons and manufacture 60 cases of 
women’s novelty shoes a day. 

A committee was named to conduct 
the drive and another meeting will be 
held in the near future to hear reports 
on the progress of the drive. Members 
of the committee are Donald S. Di- 
buono, chairman; Frank Poirier, secre- 
tary; George C. Clarke, George H. 
Cuthbert, Councilor Arthur A. Kelley, 
Councilor Robert J. Burns, Arthur 
Bordeau and George H. Hewison. 








DISPLAY © 
FIXTURES 


Again SEGALL & SONS Toke 
the Lead by Presenting Display 
Equipment in the Newest of 
Modern Designs at Prices You 
Will Find Most Agreeable. 
A special folder, has 
been prepared. Please ask 
us to mail you a copy 


SEGALL & SONS 


923 Arch St., Philadelphie 















Correction 

Whereas men’s slippers are “com- 
forts” in every sense of the word, this 
word should not have appeared in the 
line in the Owens Shoe Co. advertise- 
ment in the May 380 issue explaining 
the construction of their slippers. This 


should have read “McKays = and 
Cements.” 

Brauer's Shop Remodeled 

FonpD pu Lac, WIs. — Brauer’s 


Clothes Shop, 120 S. Main Street, has 
been completely remodeled including 
the installation of a new front and 
new fixtures. William Brauer, pro- 
prietor of the store, has added a com- 
plete size range of men’s footwear, 
featuring the Crosby Square line. The 
shop’s new front, the only one of its 
kind in the city, is recessed for a 
distance of 15 feet and arranged in 
a staggered fashion. 





Moves to New Location 


BuTLer, PaA.—Barker Shoe Novelties 
have moved to 112 No. Main Street. This 
firm was formerly located in Rosen- 
bloom’s department store. Erwin Barker 
is well pleased with the increase in busi- 
ness since the opening of his new store. 

















YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 














MERCHANTS’ NEEDS 








« 
Greater Profits! 
A perfect fitting shoe for every 
customer with the 


DUNDE 
SHOE RESHAPING MACHINE 






Makes every cus- <} 
tomer’s shoe con-Geniiame 
form scientifically 
to the feet and 
guaranteed to 
give entire satis- 
faction. 


ELIMINATES 


shoes slipping at 
heels— 


shoes gapping at & 
sides. 


DUNDE HAND. 


Raises vamp—removes wrinkles — straightens toe 
box—narrows width of all leather shoes—also has 
many more practical uses—can be operated by any 
clerk—both Dunde Reshaping Machine and Dunde 
New Improved Hand Iron are recognized sales 
builders that pay dividends almost the first day 
you use them. 
SPECIAL COMBINATION OFFER 

Machine separate without iron..... $28.50 
Hand iron individually............ 15.00 


Machine and Improved tron (complete) 
F.0.B. N.Y.C. $35.00 


DUNDE RESHAPING DEVICES, Inc: 
13 East 37th St. New York City 
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His Hobby 


I met him on his way to work, 
And had a bit of conversation. 
He said: “My daily labors irk. 
I’m out to get some recreation.” 


I met him on a holiday, 

In sporting togs, down at the station. 
He said: “I had to get away, 

And have a little recreation.” 


When August’s sun was high and red 
I saw him start on his vacation. 
“I’m very tired this year,” he said. 
“T’ve got to get some recreation.” 


I met him on September Morn. 
He ventured me this information: 
“Vacation left me tired and worn. 
I need a bit of recreation.” 


How does he manage to avoid 

The path of toil, and keep his station? 

Well, I suppose he is employed 

By someone—to take recreation! 
Clarence Edwin Flynn. 





Price Rise Due on Canadian 
Shoes 


TorRONTO, CANADA — Higher’ shoe 
prices are inevitable in Canada, state 
various Canadian boot and shoe inter- 
ests, because of increasing manufactur- 
ing costs and the fact that the Cana- 
dian Government has now made the 
situation for the industry even more 
difficult by ruling that Canadians re- 
turning from visits to the United States 
may bring with them $100 worth of 
goods, duty free. 

Three of the largest boot and shoe 
concerns in Canada have gone on rec- 
ord to the effect of the foregoing state- 
ment; these firms including the Blach- 
ford Shoe Manufacturing Co. and the 
Owens & Elmes Company. These firms 
both have costly retail shoe stores as 
outlets for their products in Toronto 
and other large cities and towns. An 
official of Owens & Elmes declared that 
in addition to the new handicap of 
people being allowed to bring $100 
worth of goods duty free, the shoe trade 
in Canada was being hampered by the 
Government becoming more exacting in 
its customs and duty regulations as 
they affect supplies for those in the 
trade. Also, if there was the least error 
in an invoice, there was a fine, and it 
was becoming increasingly difficult to 
get anything out of the customs. The 
Tilley-Williams Co., of New Toronto, 
points out that although materials en- 
tering into boots and shoes have gone 
up in cost, and wages as a whole have 
been increased, there have, up to now, 
been no increases in prices to the con- 
sumer, but that the only resource now 
is to raise the prices of the goods. 

It even is suggested that if those 
within the shoe trade will not raise 
their prices, the supply trades may de- 
cide to get together and withdraw 
credit until the manufacturers “come to 
their senses,” and bring their prices up 
to a level where manufacturing costs 
can show a profit. 
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BOOTS AND SHOES 
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e Featuring attractive fall leathers 

@ Featuring the smart fall styles 

@ Featuring a selection of popular lasts 

@ Featuring a variety of sports and spectators 
@ Featuringa comprehensive In-Stock Department 


@ Featuring a great range of widths and sizes 


In addition to these outstanding features, the 
CORNWALL —" ene ‘ ‘ 
Vitality proposition provides a splendid mark-up 
and profitable turnover. And the line is supported 


by vigorous national advertising that reaches into 





one out of every four homes in the country. Pre- 
pare now for fall profits with Vitality. 


VITALITY SHOE COMPANY e ST. LOUIS, MISSOURI 


Branch of International Shoe Company 





WOMEN’S BOYS’ 
_ AAAAA to EEE AtoE 
Sizes 2 to 11 Sizes 1 to 6 
$6.75, a few styles $6.00  $4and$4.50 . 
MEN'S CHILDREN’S 
AAA to G Complete widths 
Sizes 4 to 14 by vy 


$ $ 
$5.50, $6, $6.75 Priced according to size 


VITALITY GROWING GIRLS’ AND THRIFT 
GRADE SHOES FOR WOMEN $5.00 
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A Valcraft shoe 
in Colonial Sno-W hite 





It’s the only white patent that’s beyond the sales of last month; this year’s sales beat last 
experimental stage . . the only white patent year’s by over a million feet. More and 
that has been tested and proved successful by more stores are selling summer shoes of Sno- 
the best manufacturers. The sales chart of | White. More and more women are buying 
Colonial Sno-White looks like a shoes of Sno-White. The chart is 
one-way road up Mt. Everest. Sales still soaring. You still have time 
this month overshadowed the to write in for sample swatches. 


. COLONIAL TANNING CO. BOSTON, MASSACHUSETTS 


COL IAL 


FOR THE BEST PATENT LEATHER SHOES 
















When writing advertisers please mention Boot and Shoe Recorder 











ae und 















BOOT AND SHOE RECORDER, June 13, 1936 Page 3 


(Cb, Joi w 





but Spaulding Counters give her Happy Heels 














Probably the world’s record for the number of hours spent standing in a lifetime could be 
claimed by a nurse. That’s why nurses who must be on their feet through long, tedious days 
find Spautp1nc Counters such a boon. These counters afford excellent support. The flexibility 
of long-fibre hemp and flax, from which they are accurately moulded, makes them gentle to 
feet. Then, too, they keep the backseam straight, and quarter and vamp trim for the entire 


life of the shoe. For these reasons, most people prefer shoes made with Spautp1InG CounTERs. 


Hh PAULDINGS 


NO OTHER PART OF THE SHOE MEANS $0 MUCH. . AND COSTS $O LITTLE 















When writing advertisers please mention Boot and Shoe Recorder 











7185—White Buck Bal, Oak 
Sole, Rubber Heel, 
Grain Inner. Sizes 


6/32, TWIGS: . 00083 $2.10 


7141—White Buck Bal Welt, 
9/8 Leather Heel, Oak 
Sole, Grain Inner. 


peewee +ige Use 2.10 
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DEDICATED TO THE MAN IN WHITE 


E-J WHITE OXFORDS 


FOR ALL “ROUND SUMMER WEAR 





OOL, Smart and Comfortable, these Endicott- 
Johnson White Shoes will appeal at once to 
the men who see them in your windows. 


Suitable for either town or country they are just 
the right styles to match the linen and tropical 
worsted suits which your male customers will 
wear during the hot weather months. 


A display of these White Shoes is sure to attract 
men to your store. They'll like them, they'll buy 
them; and the price at which they sell means 
substantial profits to you. 


Order them today! Immediate delivery is assured 
through our efficient In-Stock Departments. 


7142—White Buck Bal Welt, 
9/8 Leather Heel, 
Oak Sole, Grain In- 


7140—White Buck Bal Welt, 
Oak Sole, Leather 
Heel, Grain Inner. 


1366—White Elk Bal McKay, 
omposition Sole, 
Rubber Heel. Sizes 
6/12 $1.50 
1365—Same with9/8Leather 
Heel. Sizes 6/12 ... 1.52!/ 


7149—White Buck Bal Welt, 
Rubber Heel, Oak 
Sole, Grain Inner. 
Sizes 6/11, Widths B, 
Cc, 0 2 


ENDICOTT, NY xewsork cry 
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WRITE WITH A GIANT’S PEN 
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Tee giant selling power of Ink depends not only on what it says, 
but on WHERE it says it and WHEN. 





You must tell a convincing story. You must tell it where the potential 
buyer will see it. AND YOU MUST TELL IT AT THE TIME HE IS IN 
A BUYING MOOD. Only when you have fulfilled all three require- 
ments can you hope to get your share of the Nation's $700,000,000.00 
shoe business, and to fulfill them you must give your sales message a 
giant spread across the map. You must write with a Giant pen, pointed 
with a giant authority, dipped in the fadeless ink of a giant sincerity and 
guided by an intelligence born of a giant experience. 


WRITE YOUR MESSAGE CLEAR 
ACROSS THE MAP 


Like the stroke of a giant pen, each issue of the Boot and Shoe Recorder 
inscribes your message on the minds of practically ALL the potential buy- 
® ers of your product in every corner of the United States, adding to your 
words the unique influence it wields as the authority of the Shoe Industry. 


BOOT AND SHOE RECORDER 


239 W. 39th St. The Great National Shoe Weekly New York, N. Y. 
A Chilton Publication 


SET A NEW SALES PACE WITH SALES SPACE IN BOOT AND SHOE RECORDER 











When writing advertisers please mention Boot and Shoe Recorder 
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WHERE STRENGTH AND 
| STURDY CONSTRUCTION 
| ARE ESSENTIAL .. . 


Experienced manufacturers and retailers 

know the importance of strength and rigid- 

: ity in shank construction and wood heel 
K attaching. 

N Based upon sound shoemaking principles, 

A Unishank and WMC Wood Heel Screw 

Attaching combine to promote security to 

the finished shoe. These thoroughly tested 

methods add strength, increased durability, 

and comfort to the shoe throughout its life. 
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UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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In Shoe Retailing, as in Raci 











INNERS in racing as well as in successful 
shoe retailing all have a creditable record 
of past performance behind them. 


Naturat Bridge retailers tell us that because of 
added speed in styling, “stamina” and “confor- 
mation” of good fitting qualities, Natural 
Bridge Shoes step well out in front—“are the 
class of the field”. . . and like good horses they 
always repeat. 


Most styles to retail at $5 A few at $6 


WELTS - SILHOUWELTS - UCO SEALON PROCESS 
See our new /latunal Bridge line for fall. A card 


or wire will bring a salesman with proof of 
remarkable selling performance by Natural 
Bridge . . . A sure way of getting you out in 
front and keeping you there. 


Natural Bridge 
Snoemakers 


Division of Craddock-Terry Company—Lynchburg, Va. 
ALSO MAKERS OF THE FAMOUS Billiken TRU-POSTURE JUVENILE SHOES 
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When Natural Bridge Shoes 
are Sold ... they STAY Sold 


Nabwial Bridge 
Shoe 


with TRU-POSTURE 
FEATURES 


lhe Field! 


ONE OF OUR FALL STYLES 












IN STOCK JUNE 20 FOR FALL SELLING 


4521—Black kid 4-Eyelet Rigsby Tie, Uco 
Process, 16/8 continental heel: A 
54/9, AA 5/9, A 4%4/9, B 4/9 and C 
314 /9—$3.15. 


4522—Same style and sizes in brown kid—$3.25. 


All proven features for rational Foot Health Selling 
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